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ough Proofs 


New York printers settled their 
wage negotiations by adopting the 
new Chicago scale, thus depriv- 
ing their customers of the pleas- 
ure of knowing just how their 
friends in Chicago enjoyed the 
recent strike. 

vey > 

Norman Rockwell’s illustration 
for Niblets used in a 1939 color 
page will appear again by popular 
request. Maybe, as Dale Nichols 
says, people will soon be buying 
the magazines just to enjoy the 
ads. 

. + .¥ 

A couple of young Chicagoans 
seeking a branch office agency 
deal assure prospects that in- 
quiries will be “positively confi- 
dential.’ How much more con- 
fidential is that than “strictly 
confidential’’? 

, or dee 

Mike Johnson says that the 
geisha girls GIs are meeting in 
Japan usually turn out to be 
members of the world’s oldest pro- 


fession. Distance from home is 
no assurance of glamor. 
i ae 


American Agriculturist, accord- 
ing to a compilation in the mail 
order department of ADVERTISING 
Ace, pulls 88% of its results in 
the first 30 days. Who says farm- 
ers are slow? 

> 

C. R. Smith, of American Air- 
lines, wants railroads to “cease 
their obvious attempts to ham- 
string air transportation.” 

Whatsamatter, won’t the 
roads give grounded air 
gers a ride? 


rail- 
passen- 


oe 
You don’t have to argue with 
women that there is a Santa Claus. 
Armour is offering 12,000 pairs of 
nylon hosiery in a Chiffon soap 
flakes contest. 
i PP 
Fawcett reports that a whole is- 
sue of the Journal of Educational 
Sociology was devoted to the 
omics as a social force. Jiggs 
and Denny Dimwit will be de- 
lighted to hear about this. 
ee 
Miss Adrienne Moore warns 
against too much sex in ads pub- 
lished in India, and recommends 
Wealth, religion, birds and snakes 
as acceptable themes. How about 
compromising on the sex life of 
a snake? 
_* ¥ 
Scheerer & Co. describes In- 
diana as a land of clover and 
honey, and would no doubt get 
closer to the original Biblical ver - 
‘lon, if pressed, by conceding that 
the Hoosier state has plenty of 
milk, too. 
. F © 
radio commentator told his 
istcners the other day that “if it 
hacn’t been for Chester Bowles, 
ne Fords would sell at about 
$2,000.” 
the Christmas season ap- 
‘hes, fairy tales become more 
Popular, 
a. Om v 
‘ravel officials told vacation- 
el ills to continue,” headlines 
If you want to enjoy that 
trip, maybe you’d better start 
‘ing now on the UAW. 
_ co a 
production conditions get 
ter and tighter, publishers are 
nning to long for the good 
days of paper rationing. 


Copy Cus. 


Win NYLONS NOW! 


in this CH Hi N a FLAKES Contest 
one — 


12000 Pals 


of brand new HANES SEAMLESS NYLONS! 
AMERICAS FINEST SHEER STOCKING! ITS EASY, EXCITING! JUST FINISH 
THIS SENTENCE 77 Avge an mith Chiffon Soap Plakes because... 


Kater the Contest Today. . Win Your Nylons with Chiffon . . "Protect Them ith Cito 


ON HAND—Armour & Co., Chicago, 

has already stocked up the 12,000 pairs 

of nylons offered in its new Chiffon 

soap flakes contest via dailies, spot 

radio and car cards. Foote, Cone & 
Belding is the agency. 


Retail Sales Hit 
New Peak Despite 
Low Inventories 


Customers Snap Up 
Available Goods, 
Survey Discloses 


Chicago, Nov. 21.—Department 
store inventories are low, mainly 
because customers are buying 
everything in sight, and sales are 
at peak levels, a survey of the Chi- 
cago retail scene revealed this 
week. Store executives here and 
throughout the country predict 
that “war-crazy” buying will con- 
tinue into the spring quarter, 
when demand goods will be on the 
shelves again. 

While the Fair Store reporss its 
inventory as “good,” and says that 
there has been some letup in ap- 
parel buying because “people are 
pretty well stocked with clothes,” 
a shortage still obtains in its tex- 
tiles department. The store’s war 
merchandise is practically sold out 
and it expects no financial loss 
from this quarter. The Fair re- 
ports that the new appliances com- 
ing in are bought up quickly. 

Normal buying is predicted at 
The Fair after Jan. 1, when the 
store expects to get ‘“‘all the goods 
it needs.” Spring buying, its offi- 
cials believe, will be heavier than 
that of the same season in 1945. 


Sales at New Peak 


Wieboldt’s Department Stores 
reports the “highest sales ever,” 
(Continued on Page 59) 


Wachtel host at... 


reunion in Milwaukee. 
See ‘Getting Personal,’ 
Page 22. Other features: 


Ad-libbing 12 
Admen Coming Back 50 
Editorials 12 
Information for Advertisers 12 
In Washington 44 
Photographic. Review 63 
Private Lines 16 


Rough Proofs 1 


Voice of the Advertiser 42 | 


Newspapers Fear 
Shortages if U. S. 
Abandons Quotas 


House Committee 
Disagrees; Demands 
End to Restrictions 


Washington, Nov. 21.—Throw- 
ing responsibility. for fair dis- 
tribution of paper on newspaper 
publishers themselves, the Boren 
newsprint committee of the House 
last weekend turned down the 
plea of the National Editorial As- 
sociation and West Coast publish- |; 
ers for continued government 
control of newsprint during the 
first half of 1946. 

With the committee decision, 
the 1946 newsprint 


problem rested 
| lap of the regional and 
|}newspaper association executives 
| whe are to meet with the ANPA 
|in New York Nov. 28, for the 
| Boren committee in the past has 
|largely dictated government pol- 
|icy in handling paper. 

| The committee opinion was is- 
| sued despite a grim picture of the 
|newsprint situation reported by 
Col. J. Hale. Steinman, director of 
| the printing and publishing di- 
vision of the Civilian Production 
| Administration. 


Bad Situation Gets Worse 


At the hearing last weekend, 
Col. Steinman warned that a bad 
production situation has taken on 
more serious implications because 

(Continued on Page 58) 


distribution | 
squarely in the| 
state | 


‘Al 


CHICAGO-LONDON—Louis E. Lever- 
one, of Automatic Canteen Co. of 
America, left, one of the passengers, 
| holds a few of the copies of AA that 
| went to Britain on American Airlines’ 
first Chicago-to-London flight. With 
him is John H. Reardon, circulation 
manager of AA. (Story on Page 8.) 


| 
| 
| 


| 


Distillers Evolve 
HumanF oods from 
Grain By-Products 


New York, Nov. 23.—Human 
foods of high nutritional value as 
a by-product of the distilling in- 
dustry have passed from a dis- 
tillers’ fantasy to a commercially 
feasible potentiality as a result 
| of research by distillers into the 
processing of grain by-products of 
the industry. 

Seagram-Distillers Corporation 
first introduced the possibilities of 
human foods from distillers grains 
at a luncheon for the trade and 

(Continued on Page 57) 


Philadelphia, Nov. 
nouncement copy Nov. 
Evening Post for Philco radios and 


reach distributors and dealers. 
erative ads in ’46. 


New York, Nov. 


ing 1944-45, 


75% greater than in 1940. 


Chicago, Nov. 


tion account, effective Jan. 1. 
tual Casualty Company, 
Burnett. 


Stadelman. 


Last Minute News Flashes 
Philco Starts Full Line Ads in Magazines 


23.—Philco Corporation will break full line an- 
30 in Collier’s, Life, Time and The Saturday 


in Collier’s for refrigerators. This is 


in addition to the company’s present schedule and will be greatly ex- 
panded after Jan. 1 when the first of Philco’s planned 4,000,000 sets 
Philco will continue its prewar coop- 
Hutchins Advertising Company is the agency. 


Ayer Readies Army Campaign for Ad Council 

23.— To heighten prestige of the regular Army, 
N. W. Ayer & Son, Philadelphia, is drafting for the Advertising Coun- 
cil a campaign which includes among other media 75,000 window dis- 
plays, 4,000 posters and 50,000 car cards. 
the council next week for approval. 


Bigger Budgets Foreshadowed by Sunkist Report 
Los Angeles, Nov. 23.—The strong possibility of increasing promo- 
tion budgets for California Fruit Growers Exchange was indicated in 
the annual report of Paul S. Armstrong, general manager, 
vealed that a record total of 101,141 cars of fruit was shipped dur- 
and that citrus production estimates show a 1950 crop 
He also revealed that a record list of 
newspapers was used to market this year’s 


Plans will be submitted to 


who re- 


” 


crop of “small oranges. 


Household Finance Account to Shaw-LeVally 
23.—_Shaw-LeVally, new agency formed a week ago 
by Norman LeVally and Jack Shaw, formerly with Leo Burnett Com- 
pany, has been appointed to handle the Household Finance Corpora- 
It will also handle Lumbermens Mu- 
which the agency heads took with them from 
The Household account was formerly with BBDO. 


Needham, Louis & Brorby Ups Stadelman, Others 
Chicago, Nov. 23.—Otto R. Stadelman, secretary-treasurer of Need- 
ham, Louis & Brorby for the past 20 years, 
president in charge of media and markets. 
vice-president in charge of research, and Max D. Anwyl] succeeds Mr. 


has been named vice- 
Miss Keo Currie becomes 


Y&R Appointed by Grennan Cake Division 
Chicago, Nov. 23.—Purity Bakeries has appointed Young & Rubicam, 


Chicago, to handle its Grennan Cake division account, effective Jan. 1. 


(Additional News 


Flashes on Page 2) 


Business Must Combat 
‘Socialism, ANA Told 


Public Wants U. S. to 


Guide Reconversion, 
Survey Indicates 


New York, Nov. 21.—The spec- 
ter of government-dominated life 
—which grew in the midst of a 
world war for the Four Freedoms 
—moved into the 36th annual 
meeting of the Association of Na- 
tional Advertisers here this week. 

“Today the United States is the 
only big industrial country now 
committed to the perpetuation of 
free enterprise,’’ Walter Lippmann, 
columnist, told the meeting. 

And a report of findings in a 
cross-country survey by the Psy- 
chological Corporation showed, 
among other things, that “the 
higher the socio-economic status, 
and the higher the education, the 
stronger the belief that the United 
States is headed for socialism.” 


Enlightened Policy Needed 


Mr. Lippmann warned that the 
business men who lead American 
free enterprise must develop an 
enlightened public policy that is 
as much a part of business as is 
scientific and technological re- 
search, production, financing and 
merchandising. 

“If any one of them imagines 
that consideration of public pol- 
icy can be settled by saying the 
hell with the New Deal, the hell 
with the labor unions, the hell 
with the Russians, the hell with 
the British, the hell with all for- 
eigners, politicians, professors, 
theorists who do not have to meet 
a payroll, they are talking and 
acting exactly like all other gov- 
erning classes which throughout 
history were on their way down 
and on their way out.” 


Not Clear About Socialism 


In the Psychological Corpora- 
tion survey, 72% of the people 
interviewed knew that the British 
people elected the Socialist-Labor 
party last July. Only 27% thought 
that “this means that the U. S. 
is also going toward socialism,” 
as against 53% who did not, and 
20% who did not know. The pro- 
portion of those who did believe 
this was higher (35 to 32%) in 
the upper socio-economic groups 
than it was (26 and 19%) in the 
two lower groups. The researchers 


pointed out that “a great many 
people, especially in the C and 
D groups, do not know what 


socialism is—and do not 
what capitalism is either.” 
Fifty-one per cent of 
people interviewed last 
thought that “the government in 
Washington can do the best job 
in straightening things out after 
the war.” Only 22% placed their 
faith in this with business leaders, 
9% with labor union leaders, 12% 
with “all three together,” and 
11% had other or no opinion. 
These percentages add up to more 
than 100 because some people 
named more than one agency. 
Faith in the government as prin- 
ciple reconversion agency was 
higher in the C and D groups 
(55 and 56%) than in the A and 
B groups (43 and 46%). Even in 
the A and B groups the number 
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month 
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29%) was less than that favoring 
government. The D group had 
more faith in labor leaders, 15%, 
than in business leaders, 12%. 


Oppose Wage Limits 


Thirty-nine per cent replied 
“yes,” 52% “no,” and 9% “don’t 
know” to the question: “Is it 
good for America in peacetime 
for the government to set top 
limits for workers’ wages and 
salaries?” On the other hand, 51% 
found it “good for America in 
peacetime for the government to 
set top prices which stores and 
factories may charge for their 
goods.” Forty-three per cent re- 
plied “no,” and 6% “don’t know.” 
On both questions, the demand 


for controls rose’ consistently 
among each lower socio-economic 
group. 


In spite of the abrupt termina- 
tion of many war industries, and 
the wholesale changeover from 
wartime to peacetime jobs, 83% 
of those surveyed claimed that 
they were as prosperous or more 
prosperous in October, 1945, than 
they were two years ago, and 


“this prosperity extends pretty 
evenly through all socio-economic 
groups.” 

Between October, 1944, and Oc- 
tober, 1945, however, the propor- 
tion of those who planned not to 
spend any savings rose from 48% 
to 56%. Forty-five per cent said 
they would buy from current 
earnings, 32% from cash in bank, 
23% on the instalment plan, 8% 
with war bonds, and 10% said 
“don’t know.” The total here was 
118% because some people gave 
two or more answers. 

Fifty-two per cent thought that 
“unemployment insurance is keep- 
ing many people who have been 
laid off from taking new peace- 
time jobs.” 


Improved Conditions Seen 


Forty-nine per cent believed 
that the people of the country 
would be better off, 32% worse 
off, in the next year or two, than 
they are now. Nineteen’ per cent 
did not know. Thirty-five per 
cent said there would be more 
jobs, 33%, fewer jobs, and 26%, 


about the same number of jobs. 


Thirty-six per cent thought that 
wages would be lower, 34% about 
the same, and 25% higher. 

The findings were presented by 
Paul S. Ellison 
of Sylwania 
Electric Prod- 
ucts, chairman 
of the ANA 
public relations 
committee. 

Mr. Ellison 
was elected 
chairman of the 
board of the as- 
sociation, suc- 
ceeding C. C. 


Paul S. Ellison 
Carr, Aluminum Company of 


America. Thomas H. Young, 
United States Rubber Company, 
New York, and William N. Con- 
nolly, S. C. Johnson & Son, Ra- 
cine, Wis., were elected vice-chair- 
men, 

“Growing concern about rising 
costs and other developments in 
radio,” including the “continuing 
growth of television and fre- 
quency modulation,” has led the 

(Continued on Page 60) 


Surounding the 


Does the 


In the 33 Rich Counties 


Heart of 


Hoosierdom .. . The NEWS Alone 


Job! 


THE INDIANAPOLIS NEWS 


Te Gueat Wosster Daily, Alone, Docs the Newspaper Job 


NEW YORK 17 — Don A. Corroll, 110 E 42nd St. 


INDIANAPOUS 6 — JF. 


CHICAGO 11 — J. E Lutz, Tribune Tower 
Breere, Bus. Mgr. 


sats 


Advertising Age, November 2; 
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Last Minute News Flashe: 
Long and Adams Launch Agency in York 


York, Pa., Nov. 23.— W. H. Long, formerly director of comn, reig 
sales promotion for York Corporation, and John R. Adams, fo: ner} 
business manager of Business News Publishing Company, D troit 
have formed W. H. Long Company, advertising agency, at 4:2 
Market St. here. Both recently returned from two years’ service wij 
the Pacific fleet. Initial accounts are the industrial division of or, 


Shipley, Inc., on industrial oil-fired equipment, and Hardinge 


Co m. 


pany, on grinding machinery and mills for the mining and ¢« larr 


fields. 


Scott Radio Maps $150,000 Campaign for 1946 
Chicago, Nov. 23.— Scott Radio Laboratories this afternoon a, 

nounced that it will spend $150,000 for promotion of the “worl 

finest and most expensive” receivers during 1946, through Leo By; 


nett Company, Chicago. 


Consumer media include Fortune, Hox; 


Beautiful, National Geographic Magazine, The New Yorker, New Yo; 


Times Magazine and Time. 


Prewar mail sales will be abandoned j 


favor of exclusive dealers, with Marshall Field & Co. named tod, 


as exclusive Chicago outlet. 


Mengel to Promote Own Furniture Line in Spring 
Louisville, Nov. 23.—Mengel Company will start a $500,000 ad cam 

paign on Mengel permanized furniture late in the spring. The com 

pany, a leading manufacturer of wood products, has heretofore mac; 


furniture on a contract basis only. 


Marschalk & Pratt, New York, the 


agency, has been serving as merchandising counsel and conductinj 
surveys for the firm’s intensive promotion plans for the past two years 


American Bus Lines Names R&R 


Chicago, Nov. 23.—American Bus Lines, Inc., has appointed Ruth 
rauff & Ryan to handle its advertising. 


Ad Council Takes 
on Safety Drive 


as Peace Project 


Chicago, Nov. 20.—The National 
Safety Council revealed today that 
arrangements have been made 
with the Advertising Council 
under which the ad council will 
make industrial, traffic, home and 
farm safety one of its major proj- 
ects next year. 

The ad council indicated in 
September, in revealing its pro- 
posed peacetime service program 
to help create public understand- 
ing of important national prob- 
lems, that accident prevention— 
along with relaxatior of interstate 
trade barriers, improved housing 
conditions and other matters— 
would probably be among the 
projects for .which it will seek 
support from advertisers and 
agencies (AA, Sept. 17). 

The arrangement by the two 
councils provides that the safety 
council will use its own staff to 
prepare advertisments, spot an- 
nouncements and other material, 
and the ad council will obtain 
the aid of advertisers and agen- 
cies in placing the safety message 
before the public. The program 
is expected to add little to the 
safety council’s promotion costs, 
as its expenditures will only be 
to meet costs of preparing mats, 
cutting records, etc. 


The arrangement is seen by 


safety council executives here ; 
a highly welcome developmen 
which extends its accident pre 
vention program to the sponsoreq 
field. The council expects tha 
the plan will not in any way altej 
its present safety campaign, whic! 
includes airing of its material on 
sustaining radio programs, chief 
among these being a_ half-hou 
show over the American Broad 
casting Company network Sunday 
4:30 p.m. EST. 

Paul Jones, director of public 
information of the Safety Council 
emphasized that his organizatior 
“is not paying one cent for space 
in newspapers or magazines or fo 
time on the air. . . Cost to the 
Safety Council of this Advertising 
Council program will be on a pay- 
assyou go basis. No estimate of 
the ultimate cost involved is pos- 
sible at this time, since it will 
depend on moneys available and 
the success of the program as it 
develops.” 


Senate Okays Freer 


Without debate, the Senate last 
week approved the nomination of 
Robert E. Freer of Ohio for 4 
third term on the FTC. The nomi- 
nation had been reported out fa- 
vorably by the interstate com- 
merce committee. 


Patrick Joins Houck 

Ben M. Patrick has joined 
Houck & Co., Roanoke, Va., a 
head of its research and copy de- 
partment. 


—) 


Any quantity of mailing 
handled, any time, with 
skill and dispatch. We 
assemble, stuff, seal, me- 
ter or stamp, sort, and 
deliver to post office. 
We've been doing this 
job for years for several 
of Chicago's biggest 
users of mail promotion. 


WE’LL TAKE YOUR 
MAILING HEADACE 


NATIONAL MAILERS 


705 W. Washington Bivd., Chicago 6, Ill. 
Phone: Andover 5170 


ES 


Plenty of space, plenty 
of skilled employees. No 
job too big — or too 
small. 


Call us. We'll give you 
rates and all information. 
If out of Chicago, write. 
We handle a large vol- 
ume of out of town busi- 
ness. 
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Pennsylvania Journal & Weekly Advertiser. 


The Golden Key identified the colonial Wet 


and Dry Goods Store where came “the coonskin capt trapper, 

the King’s sailors on shoar leggs, cabbin boys, mercers and 
cordwainers, sturdy squires, shallop-men, goodwives, and curtsying 
dames... to stock buttery or sea chest with old Jamaica spirits, 
Lisbon & Liverpool salt, bleach’d Russia sheetings, German dowlass, 
Flanders tick and bed bunts... or Skillets, Scissiars, Cutteau, 


Silver Lockets, Delf and the Queen’s wares .. .” 


LackING a symbol of its own, the modern newspaper might 
take as its mark the Golden Key. Unlocking hidden horizons, the 
press is the public’s pass to the global gallery, admits capitalist or 
cop, butler or broker, housewife and the governor’s lady to 
adventuresome events beyond the eye. . . gives entrance to closed 
chambers, reveals ramifications of cause and circumstance . . . opens 
the foreign field or Main Street to inspection and appraisal . . . 


is the sesame to the world’s rich stock of happenings. 


In PuttapeLpuia, The Inquirer spares no Expense to make its 
proffered daily assortment Wide and Choice... and while perhaps 
you look’d not for a Commercial Announcement, we would be 
sadly amiss did we neglect to point its Opportunities for 


Intelligent Merchants, National Advertisers, and all Sellers of 


Better Wares. 


Che Philadelphia Anguirer 


Harper and Jackson, at the sign of the Golden Key 


in Water Street, according to the 


December 29, 1773 
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Robins Conveyors 
Account Shifted 


Passaic, N. J., Nov. 20.—Adver- 
tising of Robins Conveyors, Inc., 
manufacturer of materials han- 
dling machinery, has been taken 
over by Ross Roy, Inc., Detroit, 
and a comprehensive campaign 
has been scheduled, directed to 
industries which use conveyors 
and similar types of equipment. 

The firm recently became a sub- 


sidiary of Hewitt Rubber Corpora- 
tion, Buffalo, N. Y., and super- 
vision of all advertising for both 
organizations is now consolidated 
at Hewitt’s home offices. Robins’ 
advertising, which has been ap- 
pearing in Fortune, is to be sup- 
plemented by insertions in a long 
list of industrial publications. 
Edwin M. Perrin, advertising 
manager of the firm since 1942, 
has been promoted to assistant 
manager of equipment sales. He 
will prepare sales literature and 
special bulletins to industries 


using the company’s line of prod- 
ucts. 


Grove Promotes Kare 


Grove Laboratories, St. Louis, 
for its new product, Kare, a cream 
deodorant, is using 200-line ads in 
Columbus, O., and Sacramento, 
Cal., newspapers, and radio spot 
announcements and car cards in 
those cities. Following the end of 
the test this month, additional 
promotion will be prepared by 
the agency handling Kare, Russel 
M. Seeds Company, Chicago. 


Advertising Age, November 26. 1945 


Joins U. S. Advertising 


George D. Welles Jr., formerly 
advertising manager of Dow 
Chemical Company, Midland, 
Mich., has joined the Toledo of- 
fice of United States Advertising 
Corporation, as a member of the 
creative staff. 


Daily Papers Up Price 

The St. Louis Globe-Democrat, 
Post-Dispatch and Star - Times 
have increased their daily price to 
5 cents, because of increased ma- 
terial and production costs. 


You’ve got to make calls 


if you want to get R KSULTS! 


Undoubtedly the advantage lies with the fellow who gets around. ‘The same 


thing is true of advertising. The more your messages get around the better they 


do. That is, if they are seen by the best prospects. 


With 2'4 


million subscribers, Farm JoURNAL will take your advertising to half 


a million more homes than any other rural magazine. And all of this circulation 


lead is in the nation’s high income counties, where farmers collected 81.4 percent 


of the U.S.A.’s farm cash income last year. 


ATI JOULMAL wore: xccess eonar macazin 


GRAHAM PATTERSON, 


Publisher 7 


PHILADELPHIA 5 


Anti-Petrillo 


Bill Would Curb 
Union's Demands 


Washington, Nov. 21.—The cop. 
tinuing struggle between th, 
broadcasting industry and the 
American Federation of Musicians 
welled up in the House today 
in a bill by Rep. Clarence Le; 
(D., Cal.) which is frankly ay 
anti-Petrillo measure. 

Written after consultation with 
the NAB, the measure outlay; 
any effort to exact tribute for the 
use of transcriptions or to re. 
quire the hiring of a greater num. 
ber of employes than wanted by 
a broadcaster, two of Mr. Petrillo’s 
most offensive habits. 

Violation of the proposed act. 
Rep. Lea pointed out, would be 
punishable by not more than two 
years’ imprisonment or by a fine 
of $5,000, or both. 


Assails Petrillo Demands 


In presenting the measure, the 
influential Californian said bluntly 
that it had originated “because of 
certain demands upon broadcast- 
ers made by Mr. James C. Petrillo 
as head of the American Federa- 
tion of Musicians.” 

“One of these demands,” Rep. 
Lea explained, “compels _ broad- 
casters to pay a financial tribute 
to the AFM for broadcasting 
transcriptions where no _ service 
whatever is performed. 

“Another demand was made 
that under penalty of boycott, a 
station which permitted non-com- 
pensated musicians to participate 
in a musical, educational or cul- 
tural program would be required 
to pay the federation an amount 
equal to the compensation which 
would have been paid to members, 
even though they performed no 
service whatsoever. 

“A demand is now pending 
which requires that where a Ssta- 
tion simultaneously broadcasts 
musical programs through two 
outlets, it shall employ two sets 
of musicians, although the second 
set would perform no useful serv- 
ice. 


Cost Broadcasters ‘Millions’ 


“Compliance with these de- 
mands for tribute has cost the 
broadcasters millions of dollars 
in the past few years,” Rep. Lea 
declared. “A self respecting gov- 
ernment cannot afford to let such 
practices prevail.” 

The Lea bill was immediately 
referred to its sponsor’s own com- 
mittee, where it will be offered 
soon for public hearing. 


Browne Leaves Associated 


Frank Browne, publicity direc- 
tor of Associated Broadcasting 
Corporation, Grand Rapids, Mich., 
since the new network’s inception 
last summer, has resigned, effec- 
tive immediately. Bob Cooke, re- 
cently appointed Associated’s e@st- 
ern division publicity manage’, 
will assume Mr. Browne’s duiies 
temporarily. Mr. Browne has 10! 
divulged his future plans. 


GOING UP! 


Restricted wartime circu- 
lation of 25,000 will be 
27,000 by January, 1946! 
BIGGER Value for 
Advertisers 


No increase in rates. 


Investigate! 


CLEWORTH PUBLISHING CO., In:. 
551 Fifth Avenue, New York 17, N. Y. 


Chicago 6 (Cos Angeles @ San Francisco 
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CHICAGOAN 


Nobody 
knows | 


‘CHICAGO 
like a 


AYBE you know the Loop, the Gold Coast, 

Wilson Avenue or the West Side. Maybe 
you are fairly familiar with State Street, the 
South Side and the Yards. 


But these are only segments of the second 
market in America — a market of factories 
and finance, of skyscrapers and stockyards, of 
hotels and homes, of railroads and granaries, 
of more than 4,000,000 people! 


You know a Chicagoan can tell you things 
about the town you never expected to know. 
And Chicago newspapermen can tell Chicago- 
ans plenty of things. 


The Hearst Advertising Service man can lay 
before you the picture of Chicago — and New 


HEARST ADVERTISING SERVICE 


York, Boston, Baitimore, Pittsburgh, Detroit, 
Albany, Los Angeles, Seattle, and San Fran- 
cisco — as nobody but a newspaperman can 
get it. 


He speaks your sales language — for behind 
him he has a vast storehouse of market facts 
gathered by men who are wearing out shoe 
leather on the sidewalks of all these cities. 
“Reporters with a nose for sales!” — men who 
live realistically close to buying power, local 
habits and reactions and the intimate angles 
so valuable in effective sales planning. 


Their information is gained from service to 
and association with retailers, wholesalers, 
sales and advertising people, from survey ma- 
terial and from localized knowledge of specific 


HERBERT W. BEYEA, Manager 


Representing: 


New York Journal-American + Pittsburgh Sun-Telegraph + Chicago Herald-American 


Baltimore News-Post-American + Boston Record-American-Advertiser + Detroit Times + Albany Times-Union 


San Francisco Examiner + Los Angeles Examiner + Seattle Post-Intelligencer 


markets and conditions — a constant flow of 
facts that come to you through the H-A-S man. 


This is the sum of it: Hearst Advertising Serv- 
ice has, or can get, facts of first importance to 
the sales manager. And the H-A-S man is ready 
to help you with an interpretation of those 
facts — just as he has helped hundreds of other 
advertisers. Call him in now. 


CALL THE H-A-S MAN 


Just drop us a note say 
ing, “I'm interested in 
your market informa 
tion on (name your 
type of product).” 
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1,000 Banks Join 
Forces to Finance 
Appliance Sales 


Chicago, Nov. 23.—Banks will 
take their place as a major fac- 
tor in the financing of household 
appliances Sunday when formal 
announcement will be made of 
the establishment of the National 


HARRY E. BURKE STUDIO 
230 E. OHIO ST...SUPERIOR 8994 


Chicago | Hl tdi 


1 PRET ae eo 


|Sales Finance Plan, supported by 
| nearly 1,000 banks east of the 
/Rocky Mountains. 

Operating through a national 
office in the Board of Trade build- 
ing here, and headed by William 
B. Hall (well known in instal- 
ment finance circles and previously 
with the Detroit Bank) as “co- 
ordinator,” the new organization 
will cooperate with household ap- 
pliance manufacturers in financing 
retail sales of their products, mak- 
ing non-exclusive contracts which 
will permit manufacturers to 
make additional arrangements 
with other financing organizations 
if desired. 


Solves Geographic Problem 


The National Sales Finance 
Plan was initiated by 12 banks, 
and now can operate in 3,000 
communities, it is said, with 
others being added rapidly. It is 
designed to.solve the problem 
which has faced banks in financing 
instalment purchases — individual 
banks’ inability to make contracts 
with manufacturers covering sales 


arrangements 
graphic areas. 
Before the war, 69% of the sales 
of household appliance outlets 
were made on the instalment plan, 
according to William Wood Mc- 
Carthy, National Shawmut Bank, 
Boston, who is chairman of the 
executive committee of the new 
organization, and there seems 
little reason to believe that some 
similar high percentage will not 
prevail in the years to come. 


over wide geo- 


Maguire Names Jester 


Oden F. Jester, formerly vice- 
president of Meissner Mfg. Com- 
pany, Mt. Carmel, IIll., has been 
named general sales manager of 
the radio and phonograph di- 
vision, Maguire Industries, Inc. 
He will have charge of sales of 
the Meissner radio phonograph 
and all other products to be made 
by the division at Mt. Carmel; 
record changers and similar prod- 
ucts of the Maguire plant in 
Bridgeport, Conn., all products of 
Thordarson Electric Mfg. division, 
Chicago, and of Radiart Corpora- 
tion, Cleveland. 


Advertising Age, November 26 
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manager. Mr. Goerling re ont), 

Reynolds Metals retired as a major in the ‘rp, { 
“ Quartermaster Corps, and pyre. 

Buys Aluminum viously was with Tru-Test (o,. | 
poration, Montgomery Wai; ,4 

Products Company |€0. "and vibbara Spencer» ad BY 
Richmond, Va., Nov. 21.—Rey- lett & Co., Chicago. Capt. Wil. 

nolds Metals Company has ac- liam R. Hastings, president of I 
quired the manufacturing prop-|4!uminum Products Company, 

erties and good will of Aluminum | 2©W serving with the Army C iem. l 
Products Company, La Grange ical Warfare branch, will sist 

and Lemont, Il., for an undis-|Mr. Goerling upon his expecteg i 


closed sum, W. G. Reynolds, vice- 
president of the company, re- 
vealed today. 

Reynolds will immediately ex- 
pend “several hundred thousand 
dollars” for additional facilities 
to mass-produce Aluminum Prod- 
ucts’ Lifetime line of aluminum 
ware, pressure cookers and other 
household items, it was reported. 
The line will be merchandised 
under the trade name of Rey- 
nolds Lifetime ware. 

Mr. Reynolds also announced 
the appointment of Carl W. Goer- 
ling as manager of the LaGrange 
and Lemont operations in addi- 


tion to his duties as merchandise 


ne 
pases 
7 


ptuocthen Linke 


Supply ® agate nt 


. mares sacs 


in the chain of — transportation publishing 


FIRST ISSUE MAILED 
SEPT. 15, 1945 


@ Of prime importance in the consideration of any new publication is the basic ques- 
tion—WHO IS BEHIND IT? 

What success have the publishers had in publishing? What do they know about the 
field being served by the new publication? How long have they been in business? 
What is their reputation? What are their publishing standards? What is the success 
of other sister publications, if any? What is their financial responsibility? These and 
many others are the raft of questions asked—when a new publication is launched. 

Answering these questions about railroad product publications is a very simple 
matter, when you analyze Railway Supply News—the publication which gives you the 


basic first features that count—see adjacent box. 


The response to the September 1|5 issue of Railway Supply News—Vol. 
reflects definite reader success. 


men who receive it each month. 


Little wonder. Railway Supply News is just another link in the chain of success/ul 
transportation publishing. The publishing corporation behind Railway Supply News has 


been in transportation pubiishing for forty years. 


For complete details on advertising write, wire or call . . . 


We shall be glad to furnish details proving this. 
Railway Supply News has been acclaimed, approved, and accepted by 25,000 railroad 


sinecpioenilly 


For 5 Basic 


tant railway 
newspaper size. 


a successfu 


1, No. I, 3. 


month. 


way market. 


erage. | 
twelve time basis. 


Advertise in Railway Supply News 


|. Railway Supply News is the first in presenta- 
tion of a new editorial service to the all-impor- 
industry. 


2. Railway Supply News is the first railroad prod- 
uct paper eo by a publishing group with 

record of forty years in transporta- 
tion publishing. It is affiliated with Traffic World. 


Railway Supply News is first in complete cov- 
erage of the railway field — 25,000 copies each 


4. Railway Supply News is first in penetration of 
direct and indirect buying influences in the rail- 


5. Railway Supply News is first in low cost cov- 
Standard ninth page unit but $100, on 


Railway Supply News is published for 
advertising results. 


First Features 


Its format is tabloid 


early release from the se 
All other key personnel now wit) 
Aluminum Products will be re. 
tained. 

W. A. Hastings, chairman oF the 
board of Aluminum Products, has 
announced his retirement from 
active business in the industry. 


Trailer Makers Plan 
Show, Ad Campaign 


Trailer Coach Manufacturer’ 
Association has decided upon 
March 16-24 as the date for its 
first postwar trailer show. Harr; 
Bartholomew, Indian Trailer Cor- 
poration, Chicago, has been re. 
elected president of the group. 

TCMA’s coming ad campaign 
will feature a new slogan, “Live 
and Play the Trailer Coach Way,” 
and the association’s seal of ap- 
proval. Media include America: 
Legion Magazine, The Saturday 
Evening Post, and leading sports 
and trailer publications. Book- 
lets, sales and service pamphlets, 
and various sales aids will be 
provided for dealers. MacDonald- 
Cook Company, Chicago and 
South Bend, is the agency. 


McGraw-Hill Buys 


‘Welding Engineer’ 
McGraw-Hill Publishing Com- 
pany, New York, has purchased 
Welding Engineer from the Weld- 
ing Engineer Publishing Com- 
pany, Chicago. A. M. Morris, pub- 
lisher of Mill Supplies, has been 
named publisher of the monthly 
trade publication and the staff 
will, except for later additions, be 
the same. 
Welding Enoineer will continue 
to be published in Chicago. 


ATTENTION..... 


Iron Mountain-Kingsford 
(Michigan) market 
scores high retail sales 
rating in "Sales Manage: 
ment's" current survey! 


Retail food sales for last year— 


Iron Mountain $226. per capita 
Michigan average $159. per capita 
U. S. average $147. per capita 


This represents a 99°, increase 
over pre-war year of 1940 for Iron 
Mountain. The U. S. average in- 
crease was only 84%. 


General merchandise retail sales 
increase for last year over pre-war 
year of 1940— 


lron Mountain - - - - 
U. S. average - - - - 


Star IRON MOUNTAIN-KINCS- 
FORD (Michigan) now for yu! 


next advertising schedules. 


For full details contact 


THE IRON MOUNTAI 
NEWS 


or 


SCHEERER & CO. 


Chicago New York 
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How Fawcett distributing 


helped build 


Of the LARGEST-SELLING 


up the sales 


MAGAZINE on America’s 


newsstands 


Fawcett Distributing Corporation did not put any 
special all-out push behind True Confessions. The 
accomplishment was part of the thorough, every- 
day job done for all magazines that Fawcett dis- 
tributes. Fawcett distribution’s unique features build 
up spectacular newsstand sales for all publishers. 


The success story of U.S. Camera Magazine under 
Fawcett distribution compellingly illustrates what 
Fawcett does for other publishers: National distri- 
bution taken over by Fawcett in May, 1943, when 
the print order was 120,000 copies an issue, with 
sales of 49%...Steadily mounting sales...In October, 
1945, sales of 96% on a print order of 165,000 
copies... Returns cut from 51% to 4% in two years 
and a half...A record sales increase of 51.5%... 
And sales still going up! 


Find out how Faweett distribution will help boost your 
per-issue newsstand sales. Learn how Fawcett can help 


you lick your problem of returns that cut down your 
profits. Write or call Roscoe K. Fawcett now—at 
Fawcett Distributing Corporation, Greenwich, Conn. 


\BC PUBLISHERS STATEMENTS FOR FIRST 6 MONTHS, 1945 


True Confessions is the largest-selling 
magazine’ on the newsstands of America. 
Fawcett Distributing Corporation did 
much to help make it the leader. 


The amazingly intimate, Jocalized knowledge of 
the Fawcett national field force of 75 distribution 
experts—and the 45 local representatives who 
work with them—gives any magazine publisher 
true—uniquely usable—information about poten- 
tial sales on any newsstand at any time. Copies 
can be allocated where they’ll sell best—over- 
stocked newsstands don’t pile yp returns, while 
others run short of copies. 


Sales suggestions rooted in outstanding success, 
specific point-of-sale helps and displays designed 
to move magazines from the newsstands, a sea- 
soned knowledge and “know how” about news- 
stand magazine selling that’s hard to match— 
Fawcett Distribution puts this kind of push behind 
your magazine on the newsstands. Fawcett con- 
centrates on helping yow sell. 
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AA Flies Proudly 
on First Chicago- 
London Air Trip 


Chicago, Nov. 20.—A dozen 
copies of yesterday’s issue of Ap- 
VERTISING AGE are in the hands of 
F. A. Marteau, AA’s London edi- 
torial representative, today, for 
distribution to leading publishers 
and agencies in the British Empire 
capital some 5,000 miles from here. 

The copies, first of any business 
paper to be delivered from Chi- 
cago to London in 24 hours, rode 
proudly on American Airlines’ 
flagship “Chicago,” which inaugu- 
rated direct Chicago - London air 
service here yesterday morning, 
and reached its destination today. 

The ApVERTISING AGE copies 
were carried on the historic flight 
by Louis E. Leverone, president of 
Automatic Canteen Company of 
America, and another particularly 
interested reader among the 16 
passengers was Frederick Kraft, 
vice-president of Kraft Foods 


Company. The plane carried 16 
passengers in all, including report- 
ers from Chicago dailies, Mayor 
Edward J. Kelly, and Hugh Cross, 
lieutenant-governor of Illinois. 

Chicago’s mayor made the flight 
to bolster the arguments of a citi- 
zens’ committee which had pre- 
ceded him to London in an effort 
to secure the permanent capital of 
the United Nations for this city. 
One of the members of this com- 
mittee is James M. Cleary, vice- 
president of Roche, Williams & 
Cleary, advertising agency. 

The direct London - Chicago 
flight service inaugurated by 
American Airlines yesterday will 
shortly be augmented by regularly 
scheduled flights of Transconti- 
nental & Western Air and Pan 
American Airways. 


Greiner Heads Dept. 


W. F. Greiner, formex sales 
manager of Board Fabricators, 
Inc., has been made manager of 
the Decorative Micarta depart- 
ment of United States Plywood 
Corporation, New York. 


Polaroid Plans Peace 
Drive for Auto Visor 


Polaroid Corporation, Cam- 
bridge, Mass., is starting page and 
half-page ads in magazines for its 
first peacetime product, the Day- 
Driving Visor, a glare - removing 
visor made of light - polarizing 
plastic. It will be available early 
in 1946 in auto accessory, drug 
and department stores and filling 
stations. 

Copy is scheduled for American 
Magazine, Collier’s, Liberty and 
The Saturday Evening Post, 
among others, and auto and drug 
trade publications. H. A. Louden 
Advertising, Boston, is the agency. 


Packaging Show Set 


The 1946 packaging exposition, 
sponsored by American Manage- 
ment Association, will be held in 
the public auditorium, Atlantic 
City, N. J., April 2-5. Some 150 
manufacturers of equipment and 
services in the packaging field 
will participate and many new 
products will be introduced. Con- 
currently, the association will hold 
a conference on packaging, pack- 
ing and shipping. 


re: 
Mey 


Advertising Age, November 26, 194; 


Auto Prices? UAW 
Strike Makes Them 
Strictly Academic 


Washington, Nov. 23.—Hardly a 
ripple was caused here by the 
OPA announcement of auto prices, 
and the subject has been rele- 
gated to a still less important spot 
as a result of the GM strike. 

The pricing fight, which had 
stirred such a fuss on Capitol Hill 
for nearly a week, subsided with 
dealers asked to absorb only about 
214% instead of the 5 to 6% men- 
tioned by Mr. Bowles before the 
House small business committee 
intervened. 

Since retail prices are averaging 
close to the 1942 level, it ap- 
peared that whatever last minute 
adjustments resulted were at the 
expense of manufacturers, and 


perhaps the labor unions which 


Will His World Be Worth Living In? 8 


Sometimes it’s frightening to contemplate what sort of a 
world this boy and all the others his age could inherit in 


another fifteen or twenty years. 


We'd like to think he 


could go to college and start his career and get married 
in a peaceful, orderly world. But right now atomic bombs 
and V-2 rockets hang over the future in pretty grim 


fashion. Nobody seems 


to be sure there can be peace. 


When we get real gloomy nowadays, we even talk about 
the annihilation of the human race. 


It ought to be apparent that it would be suicidal and 


stupid if we don’t keep our American way of life. 


Never 


in history has the individual enjoyed such a high standard 
of living, such a political freedom, such limitless oppor- 


tunities. 


The Memphis ‘Press-Scimitar has a re- 


markably fine record 


activities 


of community 
achievements and chat 


We owe this obligation not only to the next 
generation but to ourselves. 
newspaper is committed to. 


This is a trust the American 
More than any other force, 


perous, it 
cause of 
plishments 


acter-building many 


Memphis is a better city, it is more pros- 
offers greater employment be- 
Press-Scimitar 


we look to our free press to guide us and inspire us so 
that we can steer ourselves through the dubious future 


without losing our heritage. 


No newspaper in America has more unswervingly lived up 
to this highest ideal than the Memphis Press-Scimitar. 
In its city it has won the deepest respect and confidence 
of its readers for its able fulfillment of the 

newspaper’s function in our system. 
confidence, this tremendous respect which today 
have made it one of America’s great evening 
newspapers with the largest circulation in its 


history. 


Memphis Press-Scimitar 


A Scripps-Howard Newspaper 


evening 
accom- 
obligations 


Press-Scimitar is one of America’s finest 
newspapers 
invwhere has a deeper sense of its civic 


It is this 


because no paper 


— 


Fer many years we howe wund our on 
expend capacity, Create MeFe fle one 


« 
6 meets thet oF even ach ompertan! (rms Prewade greater welwes 
ae pie And we imeod to kewp on doing jun the: 
pew 
‘That's exsctly the kind of ressoning UAW. 
GO leaders are wing in wage aos - 


expansion > 
prem Our objective, sow as alweye— mo 
dace more sad bemer things for more peo» 


GENERAL MOTORS 


| 

| 

sme | 
J 


WRONG REASONING?—G ene ra| 
Motors Corp. ran this pre-strike news. 
paper ad last week, hitting the UAW 
claim to higher wages paid out of 
funds saved “to expand capacity, cre. 
ate more jobs and provide greater 
values." (Story on Page 52.) 


are arguing for wage increases, 
Ford, which had come to terms 
with OPA only after Mr. Bowles 
personally called Henry Ford II, 
was allowed a 6% factory price 
increase, with its dealers absorb- 
ing about 4%. 
General Motors, late in filing 
its figures, and cagey in dealing 
with OPA, will probably be ex- 
pected to sell its cars—Chevrolet, 
Pontiac, Oldsmobile, Buick and 
Cadillac—for an average of 2.5% 
below 1942, OPA said. 
Chrysler, also a Johnny-come- 
lately, is likely to get 4% more 
at the factory, perhaps 1% at re- 
tail. 
Studebaker, which did not raise 
its prices in 1942 comparable with 
other makes, will be up 12% at 
the factory, 9% retail. 
Except for a few Ford and 
Studebaker models, no_ specific 
prices were released, largely be- 
cause the cost data submitted was 
still sketchy. Specific General 
Motors, Chrysler, Hudson, Nash, 
Willys - Overland and Kaiser- 
Frazer prices will be appearing 
during the next two to three J 
weeks, although some firms, in- 
cluding Packard, may wish to 
hold up announcement of their 
prices until more cars are on 
hand to sell. 


Pen Writ Denied 


The United States district court 
at Wilmington, Del., has refused 
to issue a temporary injunction 
sought by Reynolds International 
Pen Company, Chicago, against 
Eversharp, Inc., Chicago, and Eb- 
erhard-Faber Corporation of Dela- 
ware. Reynolds sought a declara- 
tory judgment holding that its 
ball - point pen does not infringe 
upon the two patents of the de- 
fendants, and asked triple damage 
of $1,000,000, charging the defend- 
ants with conspiracy to monopo- 
lize the sale of ball-pointed pens. 


Beismeyer Appointed 

Ray Beismeyer, recently in the 
Navy, has been appointed midwest 
representative of Builders News in 
Chicago. 


‘Norte’ Names Butler 


G. Vincent Butler, former : s- 
sistant eastern advertising ma:- 
ager of Norte, pictorial Spanis 1- 
language magazine with Lain 
American circulation, has .be: n 
named sales promotion manag ¢. 


92% of all radio-applianc: 


sales and service in th: 
U. S. A. is handled by "RSD 
subscribers. 

Advertising Space Open 
COWAN PUBLISHING CORPORATION 


342 MADISON AVE., NEW YORK, N.Y 
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JACK WHETSTONE, Classi- 
fied Advertising Manager; 
14 years newspaper expe- 
rience, from New York 
to Miami, including five 
assignments as classified 
manager. Has been with 
Item since 1943, 


WALKER HANCOCK, Gener- 
al Advertising Manager; 
joined Item in 1911; be- 
came director of sales, in 
charge of local advertis- 
ing, 1926. Widely known 
for constructive work 
with national advertisers, 
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AUSTIN FERGUSON, News 
Editor; educated at U. of 
California and Berkeley 
Theological School; work 
in philosophy, aesthetics, 
history makes him excel- 
lent objective news-ana- 
lyst. With Item since 1930. 


JOHN CHASE, Item Car- 
toonist; attended Chicago 
Academy of Fine Arts. 
Chase originals are in 
Harvard and Huntington 
libraries. A collection of 
his wartime cartoons has 
just been published. 


Your New Selling Force in New Orleans 


NEW ORLEANS 


Ralph Nicholson, Owner and Publisher 
READER ACCEPTANCE: Largest Evening Circulation in Louisiana 


(92% concentrated in the New Orleans market— growing steadily) 


ADVERTISING ACCEPTANCE: 10,000,000 lines carried in 1944 
SAWYER-FERGUSON-WALKER CO., NATIONAL REPRESENTATIVES 
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Woods to CAB Board 

Mark Woods, president of the 
American Broadcasting Company, 
has been elected a member of the 
board of governors of the Co- 
operative Analysis of Broadcast- 
ing. 


Joins General Paint 

T. M. Pennington,, formerly 
with Advertising Counselors of 
Arizona, Phoenix, has been ap- 
pointed advertising manager of 
General Paint Corporation, San 
Francisco. 


Alcoa Ups Budget 
31% to Promote 
Aluminum Uses 


Pittsburgh, Nov. 21.—With the 
transition from war theme and 
institutional to selling copy, 


Aluminum Company of America 


Ake: 


Advertising Age, November 26 1945 


will increase advertising expendi- 
tures 37% in 1946 from the 1945 
level, to a total of more than $2,- 
000,000, C. C. Carr, advertising 
manager, told ADVERTISING AGE. 
In addition to promoting, more 
generally, the economic advan- 
tages of aluminum and the qual- 
ity controls which the company 
exercises, Alcoa will emphasize 
specifically the uses of aluminum 
in the automotive, aviation, build- 
ing and railroad fields; aluminum 
foil in packaging and for milk 


LIVESTOCK FARMERS—-THE BACKBONE OF AMERICA’S FA 


RM BUYING POWER 


3 ; eed, de 


Pay Day at the Market 


OGS, the “mortgage lifters” of other days, 
now add up to just plain Buying Power 
—and plenty of it. 


Take, for a typical example, the 190 purebred 
Hampshire hogs pictured above. Marketed at 
Kansas City by John W. Smith, progressive 
stockman of Clinton county, Missouri, they 
averaged 332 pounds and brought $14.55 per 
cwt. for a neat total of $9,178.14. 


Earlier, 43 beef cattle from the same farm sold 
for $6,207.50, poultry and cash crops of wheat 
and soy beans brought additional income, there 
are more cattle in the feedlot and a new crop 
of pigs is growing into money. 

Because livestock farming is efficient farming, 
those engaged in it are the most substantial and 


the most consistently prosperous in agricultural 
America. In every community the livestock 
farm is conspicuous for its large acreage, fine 
home, modern buildings, up-to-date equipment, 
good livestock and superior crops. 


Issued daily from the four basic livestock mar- 
kets, The Corn Belt Farm Dailies provide an 
unparalleled service vital to the production and 
marketing of our annual six billion dollars 
worth of cattle, hogs and sheep. These publi- 
cations each sell for $5.00 a year. They are 
thoroughly read every day by people with in- 
fluence and buying power—livestock farmers. 


This is the most valuable circulation in the agri- 


cultural field! 


THE CORN BELT FARM DAILIES 


GENERAL OFFICE: UNION STOCK YAROS,. CHICAGO @, ILLINDIS 


CHICAGO DAILY DROVERS JOURNAL @ KANSAS CITY DAILY DROVERS TELEGRAM 
OMAHA DAILY JOURNAL-STOCKMAN @ ST. LOUIS DAILY LIVESTOCK REPORTER 
’ 


E - PUBLICATIONS - OF - THE ~ LIVESTOCK - INDUSTRY 


bottle hoods; aluminum pain pig. 
ments; aluminum sheet for -oo;. 
ing and siding on farm buil ings 
and aluminum windows and _ the, 
architectural applications. } 

The company also will show th, 
range of new aluminum use 
from sounding boards on p any 
to clothes pins and canoes. 1 


Expands Trade Campaig:, 


Included in the program. }\; 
Carr explained, are more than 6 
individual pieces of copy for , 
total of 130 business and technica 
publications. The business ) ape 
part of the budget has been jp. 
creased 23%, to more than $500. 
000. Among other application; 
Alcoa will urge, with “payloag 
proof,” increased use of aluminun 
in buses, trucks and trailers, ang 
in all-metal private and in trans. 
port planes. 

Alcoa’s magazine budget is be. 
ing expanded about 65%, with a 
half-dozen mass and women’s and 
four “executive” magazines sched. 
uled. At intervals throughout the 
year, “spot news’? messages wil] 
be run in 150 newspapers at or 
near cities and towns where the 
company has plants or sales of- 
fices. Expenditures for house or- 
gans, booklets and other forms 
of direct mail, motion pictures and 
exhibits also are being increased, 
Exhibits are an important part of 
the company’s program. 

Although Alcoa used radio in 
1944 and ’45, Mr. Carr said, it 
does not plan to employ this me- 
dium next year. Fuller & Smith é 
Ross is the agency. 


‘Open Road’ 
Names Officers 


O. H. P. Rodman has _ been 
elected president of Open Road 
Publishing Company, Boston, Mass 
Other officers elected at a recent 
meeting of the board of directors 
were: Sidney W. Winslow Jr, 
first vice-president; George 4G. 
Livermore, vice-president and cir- 
culation manager; Nelson J. Pea- 


body, vice-president and adver-} 


tising director; Walter D. Brooks, 
treasurer, and Nathan B. Lincoln, 
assistant treasurer, and managing 
editor of The Open Road for Boys 
magazine. 

Mr. Rodman also has_ been 
elected president of Child Life, 
Inc, 


Cresta Names Kozma 

Leslie Kozma has been ap- 
pointed general sales manager of 
Cresta Blanca Wine Company, 
San Francisco. 


In 19 44 WWE KLEINHANS (0, 
The 
KLEINHANS 


CO. of Buffalo’ | 


one of America’s 
largest stores 
for men and boys — 
placed 


62.7% 


of its-advertising 
space in the 


BUFFALO ; 
COURIER-EXPRESS 


In retailing, 

advertising pays off 

at the cash register 
and in Buffalo 

local space buyers know 


the Courier-Express 
Delivers the Goods! 


Tes. 


BUFFALO'S ON! 
MORNING & SUNDAY NEWSPAPE™ 
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...... know his name? 


In this series of advertisements of once-famous names, we’ve 
bent over backwards to pick pictures fairly. We know it is 
possible to photograph a man so that he is not easily recognized. 
So here are six views of one man! 


This man’s name was blared from every radio station of the 
globe, blazoned across every newspaper’s front page—a name 
whose publicity, rated in advertising dollars, would have run 
into millions. 


Can you name him? You’re one in a thousand if you can! And if 
you can’t—you realize at once (even though millions of ad-pub- 
licity dollars be spent) how easily will less colorful, less dramatic, 


less publicized names be forgotten. Brand names, for instance. 


No—America’s great advertisers do not trust their valuable 
brand names to the public’s uncertain memory. They continue 
to advertise lest their names, too—like that of Chancellor 
Engelbert Dollfuss—be gone and forgotten; they know it’s 
advertising-continuity that counts...not just advertising. 


And knowing people so well—they also know markets. Look for 
their carefully bought advertising in the great key magazines. 
Watch for it in the top of the cream-of-the-crop man-markets 
—Outdoor Life... Field & Stream—the magazines these better 
sportsmen pay 25¢ a copy for to follow a pattern of life designed 
only for those who can afford America’s highest standard of 
living. Outdoor Life... Field & Stream selling your best cus- 
tomers today, tomorrow and postwar are the magazines that will 
inherit even bigger postwar audiences among the millions of men 


who have learned to live in the out-of-doors and handle a gun. 


@Outdoo 
Two Independent 


ield G Stream 


Leaders 
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A Chance to Get Statistics 


As reported in last week’s is- 
sue of ADVERTISING AcE, the 
wealth of statistical material 
which the War Production Board 
accumulated during its years of 
overlordship of American indus- 
try is to be made available to 
industry and to the public in 
whatever form and quantity is de- 
sired. 

The catch is in the last phrase, 
since, as we understand it, no 
statistical material will be tabu- 
lated or kept on file unless specific 
interest is shown in it by a sub- 
stantial segment of industry or of 
the public. That means that busi- 
ness and industry which may be 
interested in all or part of this 
wealth of statistical data must 
make its desires with regard to 
the disposition of the material 
clear to the Civilian Production 
Administration, which has _ suc- 
ceeded WPB and which has charge 
of its data. 

Albert A. Eisenstat, chief of the 
CPA industrial statistics branch, 
has set up a statistical “search 
room” in the Social Security build- 
ing in Washington, where all of 


the information collected by WPB 
during its four years of operation 
may be examined until Dec. 28. 
Individual businesses as well as 
trade associations, business and 
professional organizations, statisti- 
cians and market researchers 
should make it a point to pay 
careful attention to this exhibit 
during the five weeks it will con- 
tinue, so that they may be certain 
to secure available information 
which may be of use to them, and 
so as to prevent discarding of ma- 
terial which can be a valuable 
pattern for the economy. 

Some of the statistical material 
gathered by WPB has already 
been published and released in 
the “Facts for Industry” program 
sponsored jointly by the Bureau 
of the Census and WPB, and ad- 
ditional data from WPB files will 
be maintained on the initiative 
of government economists and 
statisticians, but much of value to 
individual companies and indus- 
tries may be permanently lost 
unless CPA’s invitation to make 
industry’s needs and desires clear 
is acted upon promptly. 


Railroad Passenger Travel 


While many railroads are plan- 
ning aggressive action to maintain 
and increase passenger travel in 
the light of tremendously height- 
ened competition from airplanes, 


buses and private cars, it seems | 


to us—although most railroads 
would deny it vigorously—that 
many railroad men are thinking 
in terms of a purely defensive 


always noted for their travel pro- 
clivities, give every indication of 
becoming the most restless people 
ever to inhabit the earth. Pre- 
dictions of a $10 billion annual 
bill for internal touring and trav- 
eling no longer seem startling, 
and it is entirely possible that 
such an expansion of the travel 
industry may permit all branches 


operation in connection with pas-|of the transportation field to show 


senger service. 


substantial gains. In this connec- 


One gathers the impression that] tion, the railroads might well heed 
few railroads really believe they | the comment of Robert R. Young, 
can continue to compete success-/ chairman of Allegheny Corpora- 
fully for passenger business, and | tion, who called the $5,000,000 


that while they intend to do every- 
thing they can in this direction, 
through the development of start- 
ling new equipment and steady 
improvement in timing and sched- 
uling, most of them will be well 
satisfied if they can slow up the 
inroads of competition, rather than 
expand their own business. 

On the face of it we would 
say that this is realistic thinking, 
and that railroads will have con- 


siderable difficulty in holding 
their own on passenger business 
during the years to come. But 


this rather gloomy prognosis may 
be completely invalidated by the 


fact that the American people, 


spent annually by 
the railroads to advertise passen- 
ger service “absurdly small.” 


It is entirely possible that more | 


and more promotional effort will 
be put behind freight operations, 
where promotion has been piti- 
fully inadequate. Aside from su- 
burban operations, there is not a 
railroad in the country which does 
not secure its major revenue from 
the handling of freight, and 


should be clear that while ag- 


gressive action is being taken pro-| 


motionwise to maintain passenger 
traffic, similar aggressive action 
must be taken to maintain and 
build freight traffic. 


"Keep me posted on the soap supply. 
my language again." 


AD LTE NT RL 


—The Progessive Grocer 


When it's plentiful, I'll have to watch 


Things Get Complicated 

The current magazine ad of 
Pro-phy-lac-tic Brush Company 
indicates the possibility of a large 
new area of confusion for the be- 
wildered consumer, and at the 
same time is a fine testimonial to 
du Pont. 

“Far and away the best of the 
new synthetic tooth brush bristles, 
being marketed under’ various 
trade names, are those made by 
du Pont,” says the unusual copy. 
“Prolon is our trade name for the 
very finest grade of this du Pont 
synthetic bristle. 

“So when you read or hear 
competitive tooth brush claims, 
ask yourself this: How can the 
same du Pont Bristle, in another 
brush under another name, last 
longer or clean better than under 
the name ‘Prolon’ in a Pro-phy- 
lac-tic tooth brush? You know 
the answer... it can’t!” 

So Pro-phy-lac-tic nonchalantly 
tells customers that its vaunted 
Prolon is just something it buys 
from du Pont, which is no better 
than what other tooth brush 
makers buy from du Pont. But 
it does have an ace up its sleeve 

. a special patented, exclusive 
process, so the ad says, for smooth- 
ing and rounding the end of each 
Prolon bristle so it won’t jab a 
spike-like end into your gums. 


Buys Traffic College 


It seems both interesting and 


Pullman and | 


it | 


significant to this column that 
Traffic Service Corporation, Chi- 
| cago—a business publishing house 
| —has just announced the purchase 
of the College of Advanced Traf- 
fic, another Chicago institution 
founded in 1923, and reported to 
be the largest educational insti- 
tution in the traffic field, provid- 
ing both correspondent and resi- 
dent courses. 

To anyone who has been ex- 
posed to the peculiar notion that 
business papers are paste pot and 
shears operations designed to 
|snare a few advertising dollars 
|from unsuspecting prospects, the 
comments of E. F. Hamm Jr., 
president of Traffic Service Cor- 


World, Traffic Bulletin and Daily 
Traffic World, would certainly be 
illuminating. 

“It has always been our firm 
belief,’ said Mr. Hamm in an- 
nouncing the acquisition of the 
college, ‘“‘that it is the proper func- 
tion of a business paper, in serv- 
ing its particular field or indus- 
try, not only to furnish prompt 
and complete news of the field, 
but alsd to present to its readers 
material of educational value as 
an aid to them in the efficient per- 
formance of their work. 

“The business paper is a tre- 
mendous force in adult education 
and through the acquisition of the 
College of Advanced Traffic we 
are taking one step further in 
bringing excellent educational fa- 
cilities within the scope of our 
service to the transportation field. 
We believe this to be the first 
time a business paper has taken 
such a step in offering advanced 
practical training for anyone in- 
terested or active in its field.” 

The acquisition may, also, mark 
the beginning of a chain of resi- 
dent and correspondence schools 
throughout the country. 


Agency Wanted! 

We’ve just checked with the 
AA ad department to make sure 
that the ad on Page 48 of last 
week’s issue, headed “Client Wants 
Permanent Adv. Agency,” wasn’t 
a hoax. It wasn’t; it was inserted 
by a pretty substantial advertiser 
who was willing to spend $30.06 
for 3% inches of space in ADVER- 
TISING AGE to invite solicitations 


from agencies, thus making a 
nearly perfect man-bites-dog 
|story. One would think that such 


an ad, offering an account with 
billings between $25,000 and $50,- 
000 and “definite prospects of an 
early expansion,’ would attract 
a lot of answers from gentlemen 
who are extremely eager to look 
into such a picture. But we’re 
told by the ad department that 
thus far the returns have not been 
extraordinarily large, although it 
happens to be early in the week 
(for a change) as we write this, 
and they’ll probably come along 


| poration, which publishes Traffic! later. 


Ege 
say 


The following documents 
be secured without charge f) 


companies sponsoring them, 
through ADVERTISING AGE, by 
national advertiser or advertisi 
agency executive writing on 

business letterhead. Address . 
VERTISING AGE, 100 E. Ohio 

Chicago 11, Ill. 


No. 2576. You Can Get Space in 
Newspapers. 

This reference book for buyers 
of newspaper space was prepared 
by a group of newspaper repre- 
sentatives who are members of 
the American Association of 
Newspaper Representatives. Tab- 
ulations of circulations and rates 
for a list of markets show the 
space buyer newspapers that are 
available to him in the event he 
cannot get space in major news- 
paper, units of the market. 


No. 2577. 1945-46 Pay 
Days. 

Huntington Publishing Co. 
Huntington, W. Va., publisher of 
the Advertiser, Herald - Dispatch 
and Herald-Advertiser, has issued 
this folder, which lists the pay; 
days of 141 businesses in the city 
in a tabulation showing name of 
company, number of employes 
and time of payment. 


No. 2526. The First Fifteen Are 
Different in Worcester. 


Station WTAG, Worcester, 
Mass., has issued this pamphlet, 
which shows the local rating of 
network programs compared with 
their national rating. The top 30 
nighttime network shows are 
listed, and figures show how Wor- 
cester stations compare in over-all 
nighttime Hooper figures. 


No. 2539. Grit Reader Survey. 


Grit has issued its 10th annual 
reader survey, which indicates 
buyer preferences for brands in 
a wide variety of products, and 
shows the trend by brand stand- 
ings and percentages from 1941 
through 1945. Further, the study 
covers makes of autos, radio sets 
and home appliances which Grit 
small-town families plan to buy 
when such items are available. 


Major 


No. 2568. Where Is Your Biggest 
Market? 


“Your biggest market,” families 
with children, is discussed in this 
miniature booklet, issued by Par- 
ents’ Magazine. The material 
starts with a picture graph which 
pigeonholes the five basic mar- 
kets and indicates their relative 
importance as consuming units. 
The following pages go into de- 
tail on each group, showing what 
percentage of all buyers and what 
percentage of population § they 
represent, and the yearly averave 
of their expenditures. 


No, 2517. This Is Fort Smith. 


This new market folder, issucd 
by the Southwest American, Fort 
Smith Times Record and Sout'- 
west Times Record, Fort Smit), 
Ark., introduces Bill Dilly, wi 
describes himself as “kind of 2 
happy medium of most of the fol -s 
around these parts.” Bill tells te 
market story in his own worcs, 
and the text is interspersed wi 5 
photographs, and statistics on te 
people, industries, resources, pos - 
war outlook and so on. 


No. 2548. The Importance | 
Brand Names. 

This folder, containing a repri'' 
from the May, 1945, issue { 
Crockery and Glass Journal, co!- 
tains a symposium by buye'>, 
manufacturers, advertising e*- 
ecutives and attorneys on the im- 
portance of trademarks in moc- 
ern merchandising. 
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It has been said that “no advertiser can be 
a success if he has only women on his mind.” Whether 


e you take this literally or figuratively, you'll agree it’s quite 
Ly a sales asset to have the man on your side, too. (Even 

when it comes to buying groceries the male is a mighty 
4 important factor, as we discovered in a recent survey. 94% 
of the men surveyed shop for groceries.) Schedules in The 
American Magazine give you both the male and the 
female, for The American Magazine is edited with dual sex 
: appeal, edited to double-expose advertising to millions of In the Service 
women and millions of men... multimillions of aspiring of the Nation 
i Americans equipped with the wherewithal to make their 


"Y onunwor ji 


wishes and your sales dreams come true. 


THE CROWELL-COLLIER PUBLISHING COMPANY, 250 PARK AVENUE, NEW YORK 17, N. Y. 


PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIER’S, AND WOMAN’S HOME COMPANION 
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Big Manufacturers 
Gobble Retailers, 
Senators Charge 


Small Business Unit 
to Study Value of 
Federal Statistics 


Washington, Nov. 23.—The Sen- 
ate small business committee, 
studying the setbacks suffered by 
small business in a number of 
major fields as a result of war- 
time mergers and control of mar- 
keting channels, is speculating 
whether additional “trade prac- 
tice” regulations like the Robin- 
son-Patman Act may not be in 
order. 

According to the committee, 
“manufacturers in many lines 


Back on KFI for its third consecu- 
tive season is the ‘Young Artists’ 
Competition:” And in case it has 
slipped your mind, this program 
won last year’s Peabody Award 
among radio’s best features for 
youth. The “Young Artists’ Com- 
petition” again presents outstand- 
ing instrumentalists on twenty-six 
weekly broadcasts ( Mondays 9:30 
to 10:00 p.m.) in competition for 
a professional appearance in Hol- 
lywood Bow! next season with 
Leopold Stokowski. As an added 
feature, noted musical personages 
are serving as guest conductors. 
On the distinguished panel of 
judges to name the 1945-46 win- 
ning artist, are: Julian Brodetsky, 
conductor and concert violinist; 
Mario Castelnuovo Tedesco, com- 
poser; Dr. Louis Woodson Curtis, 
Director of Music, Los Angeles 
Public Schools; Emanuel Bay, con- 
cert pianist and accompanist for 
Jascha Heifetz; and Eudice Sha- 
piro, concert violinist. The pro- 
gram is a Public Service presenta- 
tion jointly sponsored by this 
station and the Hollywood Bowl 
Association. 


THEY LOVE US IN EL PASO 


When KFI’s Program Director, 
Don McNamara, returned from a 
jaunt around the country, he 
brought back evidence of our pop- 
ularity eight hundred and some 
miles away in El Paso. That fair 
city’s Herald-Post lists KFI in the 
radio log. No other Los Angeles 
station can make that statement! 


“CLEAR CHANNEL 


vce MPT ox: 
foarte © Gating ne 


NBC tor tos ances 
Represented Nationally by Edward Petry ond Compony, Inc 


have been expanding into related 
fields, buying established retail 
outlets, setting up their own 
branch distributors—all aimed at 
larger control of the postwar 
market.” 


30 Firms Dominate 


The dominant position of a few 
retail giants is characteristic of 
our distributive structure, ‘the 
committee charges. “It has been 
estimated that in 1943, 30 retail 


organizations, including depart- 
ment store, variety and junior 
department stores, food chains 


and mail order houses accounted 
for about 12% of total retail 
sales.” 

As a result, the committee be- 
lieves, many small manufacturers 
depended exclusively on a few 


large retail outlets to buy their 
products during the war. The 
trend toward mergers is stimu- 
lated as these manufacturers seek 
to expand in order to serve more 
customers. 

Moreover, the committee pre- 
dicts, large retail organizations 
will use cash reserves accumu- 
lated during the war for further 
expansion, threatening independ- 
ent retailers. The committee notes, 
particularly, expansion of store 
operation by mail order houses. 


See Additional Curbs 


“Resumption of production of 
civilian goods after the period of 
wartime curtailment offers an ex- 
cellent opportunity to manufac- 
turers to select their retail outlets 
and control the terms under 
which their products are sold. 


Gn. 
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“During the reconversion period 
when demand for certain foods 
will be greater than supply, man- 
ufacturers can influence the suc- 
cess of distributors through their 
choice of outlets for their prod- 
ucts. They may favor subsidiary 
or associated retail outlets over 
independents who also stock the 
products of their competitors. 


To Study Statistics 


“Concentration and integration 
have given large manufacturers 
greater power over retailers, Like- 
wise they have given the large 
manufacturer-retailer an increas- 
ing degree of control over the 
small manufacturer. Opportuni- 
ties for free independent enter- 
prise in distribution and in many 
manufacturing activities as well, 


may rest ultimately on the roy. 
lation of these manufacturer ;._ 
tailer relationships.” 

A sweeping study of exis in, 
government “marketing aids’ ,, 
find out what business stati :jo. 
are available, and how good : jo, 
are, is another high priority ‘e), 
on the agenda of the Senate. 

A pet project of Dr. Dewey \p-. 
déerson, the committee’s execu iy. 
secretary, the study of the maze 
of government statistical repr; 
and analyses would be desigie, 
to bring about improvements j; 
the services now offered, possi}|y 
in the form of legislation to cey- 
tralize control and direction o; 
statistical work. 

The committee agenda proposes 
an examination into marketing 
surveys, population statistics, na- 


By 


L. D. H. WELD 


Director of Research 
McCann-Erickson, Inc. ‘°° 
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parison with the U. S. average. 


This comparison shows that for 12 years, 
barometers for the Southern regions have been 
advancing faster than the barometer for the 
U. S. as a whole. Since these advances began 
long before the effects of the war could be felt, 


OR a long time, Dun & 
Bradstreet has pub- 
lished “Trade Barom- 
eters” for 29 regions of 
the U.S. Based principally on retail sales and 
bank debits, these barometers measure the 
flow of goods and services into consumer chan- 
nels. Recently, The Progressive Farmer re- 
quested Dun & Bradstreet to make an average 
barometer for the Southern regions for com- 


and since they were accelerated during the 
period of military and naval production, they 
are most likely to continue above the U. S. 
average during the post-war era. 

The accompanying chart shows the average 
barometer for 12 Southern states (Maryland, 
Virginia, North Carolina, South Carolina, 
Georgia, Alabama, Florida, Mississippi, Ten- 
nessee, Arkansas, Louisiana, and Texas) as com- 
pared with the U. S., 


by months, from Janu- 


ary, 1933 to July, 1945. These Southern states 


contain about 91.5% 
Farmer’s circulation. 
Both the Southern regions and the U. S. as 
a whole touched a low of a little over 50 at the 
bottom of the depression in March, 1933. 


of The Progressive 
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tional and local income figures, 
suvply and demand studies and 
other statistics available through 
ynment channels, and mar- 
ke’ ng services available to small 


bu: ness through private sources. 
Sees Little Direction 


the present time, Dr. Ander- 
son points out, there appears to 
be very little direction and super- 
vision in the government’s collec- 
tion of figures. Grave doubts 
exis|, he explained, whether much 
of this data is readily available, 
and released in form most useful 
to business. 

The study of marketing aids is 
part of a program of reviewing 
the facilities that government has 
for assisting small business, Dr. 
Anderson explained. Similarly, a 
study will be started covering 


go 


management and production re- 
search aids. 

Indicative of the size of the 
project were figures released re- 
cently by the Byrd committee on 
government expenditures, show- 
ing 64 government agencies or 
units engaged in “business rela- 
tions”; 29 in “statistics” and 27 in 
“standards and inspection.” 


Joins Davis & Beaven 


Joseph Jackson, formerly with 
Foote, Cone and Belding, has 
joined the Los Angeles office of 
Davis & Beaven, as director of 
plans. 


Select ‘Better Fruit’ 


Better Fruit, -magazine of the 
fruit growing trade, published by 
Loren H. Milliman and Ursel C. 
Narver, has been selected by the 


Oregon - Washington - California 
Pear Bureau as its official pub- 
lication. 


Seeks FM Permit 


Balaban & Katz, owner of Sta- 
tion WBKB, Chicago, has applied 
to the FCC for a permit to oper- 
ate a full-time commercial FM 
station in conjunction with 
WBKB. Fifteen hours of daytime 
FM operation are planned. 


To Head Fashion Account 


Sophia Andrassy has been 
named head of fashion accounts 
of Logan & Arnold, Los Angeles 


agency. She _ succeeds Carol 
O’Conor, who has joined West- 
Marquis, Inc. Before joining 


Logan & Arnold last December, 
Miss Andrassy was advertising 
manager of John Wanamaker in 
Philadelphia and New York. 


Kahn Joins Finsterwald 


Edward Kahn has been named 
assistant general manager of Had- 
ley Finsterwald Company, Detroit 
furniture store. He was formerly 
advertising counsel, Detroit Free 
Press. 


Made Publicity Head 


Frank L. Brunckhorst, reporter 
and writer for the Post-Tribune, 
Gary, Ind., has been made head 
of the publicity department of 
Bendix Home Appliances, Inc., 
South Bend, Ind. 


Thrifty Names Weinberg 
Thrifty Drug Stores, Inc., West 
Coast drug chain, has appointed 
Milton Weinberg Advertising 
Company, Los Angeles, to handle 
its account. Media will include 
radio, outdoor and _ institutional 
newspaper advertising. 
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DUN & BRADSTREET TRADE BAROMETER a 


Since that time, the Southern barometer has 
been higher than the average for the country, 
and the spread between the two has continu- 


ally widened. 


other publication, 


In November, 1941, the month before the 


war started, the Southern barometer was at 
148 and the U. S. barometer at 119.1. By July, 
1945, the Southern barometer had advanced 
to 241.3, and the U. S. barometer to 174.9. 

The advance of the South is brought out 
dramatically by these barometers. As a market 
for consumer goods, the South has been gain- 
ing more rapidly than the U. S. as a whole, and 
should continue above the U. S. average. All 
national advertisers are justified in planning 
to take advantage of this. 


Advertising Offices: 
MEMPHIS, 


sence 


The Progressive Farmer 


DALLAS, 


BIRMINGHAM, 
NEW YORK, 


Pacific Coast: Edward S, Townsend Co., San Francisco, Los Angeles 


The Progressive Farmer is the South’s leading 
magazine. More Southerners will see your ad- 
vertising in The Progressive Farmer than in any 


prom, 
Pl e 
Jf * 


The South, Subscribes: to 
Pee rw) 


\) 


RALEIGH 
CHICAGO 
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Returns as Russell Head 


G. M. Williams has rejoined 
Russell Mfg. Company, Hartford, 
Conn., as president, after serving 
with Curtiss - Wright Corporation 
and the Wright Aeronautical Cor- 
poration during the war. 


Paper Changes Hands 


Mark F. Flanagan has acquired 
the Tobacco & Candy Retailer. 
monthly trade publication serving 
Ohio dealers, and will have offices 
at 3134 N. High St., Columbus. 
The former publisher and editor, 
Samuel L. Abrams, continues as 
editor, but will devote more time 
to Ohio Advertising Agency, 
Columbus, of which he is presi- 
dent. The publication’s format 
has been changed to tabloid size. 


Ohio Lab Appoints 


Ohio Laboratory, Columbus, has 
appointed Dorland International- 
Pettingell & Fenton, New York, 
to handle foreign advertising. 
Smilin’ Scot washing powder will 
be promoted in Latin America and 
surveys are being conducted with 
a view of extending sales to 
Europe. 


ANNUAL. 


COMMAND 


Twelve thousand new shop- 
pers are even now being in- 
terviewed at 21 of New York’s 
leading department stores to 
bring you, for the third suc- 
cessive year Fact Finders’ An- 
nual Report on the reading, 
shopping and purchasing 
habits of these key buyers. 
This new study is scheduled 
to reach you in November. 


Now you are able to spot 
the trends in the New York 
market year by year as they 
are affected by circulation 
changes and other variable 
factors. 


If you have not yet seen the 
1944 edition, a letter from 
you will bring a copy to your 
desk Post haste. 


New York Post 


75 WEST ST., NEW YORK 6, N. Y. 
MARY McCLUNG, Advertising Director 


AS 
National Gp Representatives 


THEODORO 
ADVERTISING SERVICE 
75 WEST ST., NEW YORK 6, N. Y. 

EDWARD C. KENNELLY, General Manager 


@ Offices in Principal Cities @ 
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’ . . . 
Monitor’ Airs Show 
Christian Science Publishing So- 
ciety, Boston, will sponsor a 15- 
minute news show on behalf of 
the Christian Science Monitor 
over the American Broadcasting 
Company, beginning Dec. 1. The 
show will be aired coast to coast, 
but not full net, Saturdays, 6:15- 
6:30 p.m., EST. Editor Erwin D. 


awl 
Humphrey Company, Boston and 
New York, is the agency. 


Will Print ‘Cosmetics’ 


Cosmetics, new publication 
serving the toiletries trade, will 
appear early in January. It will 
be published by Walter Cousins 
Jr., publisher of Southern Pharm- 
aceutical Journal, Dallas, Tex. 


Canham will be featured. H. B.' The basic page rate is $125. 


Advertising Age, November 26. 


A radio commentator recently 
broadcast the report that&A. D. 


Lasker, former head of Lord & 
Thomas, is dying. Friends of Mr. 
Lasker, who have ‘been in touch 
with him continuously, report that 
he is in good health and appears 
to be exceptionally hale and 
hearty for a gentleman of 65. 
bo BS bg 

Those who feel that Raymond 
Rubicam has practically retired 
from business probably do not 
know that in addition to serving 
as a director and consultant of 
Y&R, he is actively interested in 
Audience Research, Inc., the Gal- 
lup service for motion picture 
producers; is sitting in for Bill 
Benton in the affairs of Muzak, 
Inc.; is taking more than a casual 
interest in Bride’s Magazine, 
in which he is said to have a sub- 


| stantial interest; keeps an eye on 
|his advertising trade publication, 


Tide, and in addition has a new 
baby who is absorbing a lot of his 
time and attention. 
ws Bo 
Cotton interests are whopping 
mad at Goodyear, and particularly 
pleased with B. F. Goodrich. The 


reason is simple: Goodyear is 
plugging a new rayon cord tire, 
and incidentally taking some 


vigorous slaps at cotton as a tire 
ingredient, whereas current Good- 
rich promotion talks about its im- 
proved synthetic tire with ‘‘an en- 
tirely new and stronger cotton 
cord.” And don’t be surprised if 
the Goodyear rayon ads aren’t 
greatly toned down on the com- 
petitive cotton theme. 

ok Bg oe 


Research Company of America, 
New York, is attempting to gather 
statistics on ‘‘what percentage of 
total marketing budgets or per- 
centage of the advertising and 


You'll get the long end, too—the long, spending end of the pay- 
checks that will keep flowing from the mines and mills and factories 
of lucky Pittsburgh's basic industries. Industries like steel, coal, glass, 
aluminum, coke, food—vital to the war effort, yet needing no recon- 
version to peacetime production. Your sales story in the Pittsburgh 
Post-Gazette reaches a quarter million families whose workers in 
Pittsburgh's basic industries have known—and will know—No pause 
in paychecks. 


f ADVERTISING 


THE NEWSPAPERS ARE THE GREATEST 


MEDIUM IN AMERICA 


Because 


people habitually turn to them 


for most 


New York @ Chicago 


of 


their information 


Pittsburgh 
POST-GAZETTE 
One of America's Great Yewspapers 


REPRESENTED NATIONALLY BY 


PAUL BLOCK AND ASSOCIATES 


. Philadelphia ° Boston * 


Detroit * San Francisco ° 


Los Angeles 


promotion budget should b: 4). 
located to business research, 
questionnaires to leading a vey. 
tisers. 
ok Bo Eo 

Watch for announcement 
brand new research and ma 
ing service in the gas and 
fields which will attempt to 
business in that field the 
type of detailed sales inform 
which Nielsen supplies in the 
and food fields. 


% * % 


The initial report on the sale of 
the interests of Chester LaRoche 
and Time, Inc., in the Americap 
Broadcasting Company to Edwar 
J. Noble, principal owner, did no} 
indicate the terms. Trade rumor; 
have it that both made a hang. 
some profit on their original jp. 
vestment of $1,000,000 in a 121% 
interest in the network. Mr. 
Noble is reported to have paid 
$1,800,000 to take over each block 
of stock. Mr. LaRoche’s origina] 
investment is said to have been 
financed by Tom Girdler, the stee] 
and aeroplane tycoon, 


Ket. 
auto 
Sive 
ame 
‘tion 
rug 


Carrier Appoints Ayer; 
Ray Joins Company 

Carrier Corporation, Syracuse, 
air conditioning, has appointed 
N. W. Ayer & Son. The account 
will be serviced through _ the 
agency’s Philadelphia office, 
|Charles Dallas Reach Company 
New York and Newark, recent); 
resigned the Carrier account, 
which it had held for 12 years 
(AA, Oct. 29). 

Paul K. Ray, formerly wit! 
Sears, Roebuck & Co., Chicago 
has been appointed advertising 
and sales promotion manager of 
Carrier. 


Increases Rates 

Effective with the January, 
1946, issue of Industrial Equip- 
ment News, Thomas Publishing 
Company, New York, will in- 
crease the guaranteed circulation 
from 40,000 to 50,000 with a new 
rate of $102 for one 1/9 page unit 
The new closing date, effective F 
with January, is the 10th of the J 
month preceding the issue to bef 
used. 


Prints ‘Food Freezing’ 

A new monthly publication oi 
the frozen food industry, Food 
Freezing, has been launched by) 


John T. Ogden, New York, pub- 
| lisher of Glass Packer and Glas: 
Industry. Editorial and _ business 
| offices are at 95 Liberty St., New 
York. The publication, with an 
initial circulation of more _ than 
9,000, treats all phases of frozen 
food handling. 


~ FOR AUDIO-VISUAL 


SALES & TRAINING AIDS 


For day-in, day-out, trouble-free audio-visual equip: 
ment that will play so important a part in Industry 
profit-future DEVRY provides a dependable ine 
of 35mm. 2nd 16mm, motion picture cameras an¢ 
| projectors; slide and slide-Alm projectors, cutt 
| tables, microphones, amplifiers; projection screens, 
| self-contained mobile units, etc. DEVRY ls 
helps you get bigger audiences for your comp:nys 
| films. Learn how. rite 
| DEVRY CORPORATION 
1111 Armitage Avenue, Chicago 
14. Illinois for information, 


DEVRY 


For Sales, Industrial aod 
Training projects, select ti 
3-purpose DEVRY, that 
™ safely projects BOTH sous 
Me and silent films; (2) sho’ s 
@ BOTH black and white ard 
; color films without ex'4 
| equipment: v2 affords po"'- 
able PUBL ADDRE’5 
SYSTEM— indoors or ov. 
Shoot your own movies witha DEVRY 16m 
camera — choice of the Nation’s profession 
for their personal i c 


Onty S-time win- 
mer of Army-Navy 
** E’* award for mo- 
tion picture sound 
equipment. 


ker 
ORIGINATORS & IMPROVERS OF PORTABEE 


MOTION PICTURE EQUIPMENT...SINCE 1913 
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. The authoritative por- 
al of current events, without 
eria or prejudice, is the 
ication's greatest contribu-— 


‘lon to me." 


Boucher, 
rtising Manager 


IIAN PINEAPPLE COMPANY 


The full employment bill... new minimum 
wage ceilings . . . enforcement of price 
controls . . . unemployment benefits .. . 
liberalization of the G. |. Bill... all these 
and many other problems now are on In- 


dustry’s doorstep. 


Industry must know what Washington is 
doing and is about to do... The partner- 


ship of Government and Business is a fact. 


News of national affairs is required read- 


ing for key management men because 
they must watch closely what happens 
in Washington in order to make their cor- 


porate decisions intelligently. 


The United States News is the only magazine devoted entirely 


to reporting, analyzing and forecasting news of national affairs. 


(200,000 GUARANTEE) 


The Direct Route to 
those who O. K. both 
corporate and family buying 
* 

Daniel W. Ashley 


Vice President in Charge of Advertising 
30 Rockefeller Plaza, New York 20, N.Y. 


* The only publication of its kind * 
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new magazine 


T H e ” e hia] A ft 87 @ @ @e Astonishment of the millions at the 


THE A 


THIS NEW MAGAZINE will be fast, fascinating 
reading. Pictures... Color. . . lavish amounts 
of both. Edited by an accomplished staff headed 
by Dr. Gerald Wendt as editorial director, Harley 
Magee as editor, and Dexter Masters as editorial 
consultant; with the full resources of McGraw-Hill 
at their command. SCIENCE ILLUSTRATED is 
broad in conception, the extent of its subject is 
limitless, the place it will occupy in the lives of its 


readers is ready and waiting. 


COMING IN APRIL? 


hg 


war accomplishments of science has swelled and changed into an 


avid interest to know more—and, beyond that, to find 
out how new discoveries, materials, methods, 
products are changing our lives. The demand 

is for a new magazine whose single aim 


is to report and interpret this new world 


y 4 .. . with authority, clarity, imagination. 


E ? @ @ @ Science Illustrated 


SCIENCE ILLUSTRATED is coming in April. 
Advertising rates are based on an initial guarantee of a 
quarter million, despite the fact that the first 
print order will be twice that. At the onset, its 
distribution will be predominately newsstand— 
it will find for itself an audience of alert, 
intelligent, inquisitive, demanding people who 
will have so great an influence on the buying 
of tomorrow. Call in a representative of 
SCIENCE ILLUSTRATED, 330 W. 42nd St., 
New York. A McGraw-Hill publication, with 
offices also in Boston, Philadelphia, Cleveland, 
Pittsburgh, Detroit, Chicago, Atlanta, 


St. Louis, Los Angeles, San Francisco. 
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To Promote Rings 

The fall ad campaign of A. H. 
Pond Company, Inc., Syracuse, 
N. Y., will include Keepsake Reg- 
istered diamond rings in a series 
in rotogravure and society sec- 
tions in newspapers of 50 large 
cities; 98 insertions in 24 national 
magazines plus a series of full- 
page color ads in Liberty, Life, 
Screen Guide and Seventeen; 24- 
sheet posters; five-minute radio 
programs, 13 movie trailers, and 
other dealer helps. 


Joins Unique Printing 

Albert M. Seidler, formerly as- 
sociated press supervisor of West- 
ern Newspaper Union, New York, 
has been appointed advertising 
and promotion director of Unique 
Printing & Stationery Company, 
New York. 


BBC Appoints Gorham 


Maurice Gorham, formerly di- 
rector of Allied Expeditionary 


Outdoor Advertising 


in 


NEW ENGLAND 


Forces programs for the British 
Broadcasting Corporation, and 
later head of the light programs 
service for BBC home listeners, 
has been named director of BBC’s 
television service. BBC has also 
announced that Stephen Fry, in 
charge of all programming from 
Britain to the U. S., will handle 
U. S. programs beamed to Brit- 
ain, as program director. 


Forms Tish Corporation 


Tish Products Corporation has 
opened offices at 26 Court St., 
Brooklyn, to manufacture and 
market Tish household cleaner, 
formerly distributed through the 
American Soap Powder Works, 
Brooklyn. Ben Beecher has been 
named general sales manager, and 
Norman D. Waters & Associates, 
New York, continues as agency. 


S.O.S. Goes on Air 


S.0.S. Company, Chicago, maker 
of S.O.S. cleanser, is using tran- 
scribed minute and chainbreak 
announcements on 47 stations in 
21 cities—17 in the South, one in 
Omaha, Neb., and three in the 
West. McCann-Erickson, Inc., is 
the agency. 


De 
snows INeree LATOR 


sae PRACTICES 


/“,/fward lo Wi « FACTORY! 


5 wins in 4 years... brother, that’s 
why this magazine pays off for you! 


With the January 1945 issue, MILL & FACTORY initiated 
a series of articles and unique poster-charts devoted to the sub- 
ject of industrial safety. At that time we expressed hope that 
this program would be a real help in reducing industrial 


* 


..» Thanks for 
the kind words, too! 


Your publication is excellent, 
however, I will call attention to 
your Safety Department as you 
may know of the intensive safety 
program carried on by the Army 
Engineers. Our foremen most 
often quote and read from 
MILL & FACTORY at the 
safety meetings which are held 
bi-weekly. They also scan it 
thoroughly for new ideas and 
methods. George M. Webber, 
Superintendent Mechanical Sec- 
tion, U. S. Army Engineers, 
Bonneville, Oregon. 


This is one of the finest and 
simplest demonstrations I have 
seen as yet. I am going to write 
MILL & FACTORY today and 
get copies of everything they 
have produced in the way of 
industrial safety charts. Harry 
Guilbert, Director of the De- 
partment of Safety and Person- 
nel, The Pullman Company, 
Chicago. 


I am very favorably impressed 
with the first series of industrial 
Safety Charts and am glad to 
see that you contemplate ex- 
tending these charts to include 
other hazards. A. G. Bungen- 
stock, Director of Safety, West- 
ern Electric Co., Kearny, N. J. 
; 


accidents. 


Was it? Here’s one answer in the form of highest recogni- 
tion for editorial service ... First Award for the best series of 
articles in Industrial Marketing’s Annual Editorial Competi- 
tion. Here’s another, in the form of praise from plants all over 
the country — backed up with orders for additional reprints to 


the tune of 25,000 copies! 


This is not the first time a MILL & FACTORY feature has 
hit the jackpot in open competition... it’s the 5th in four 
years! Any magazine that can repeat that consistently must 
have something more than a rabbit’s foot in its pocket. It must 
have a nose for the kimd of content that makes a hit with 
readers, and puts them in a friendly mood to stop, look — and 


loosen up for advertisers! 


205 £. 42nd St., 
New York 17; 333 
No. Michigan Ave., 
Chicago 1; Leader 
Bidg., Cleveland 
14; Duncan A. Scott 
& Co., West Coast 
Representatives, 
Mills Bidg., San 
Francisco 4, and 
Pershing Square 
Bidg., Los Angeles 
13, California. 
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Radio Rates High 
in Peacetime Era 


as News Medium 


Chicago, Nov. 20.—A _ sizeable 
segment of the radio audience “‘is 
clearly conscious of its dependence 
upon more than one medium for 
news,” but 87.6% of the people 
queried in a recent survey by the 
Katz Agency, station representa- 
tive, are radio news listeners. The 
sale of radio news shows bears out 
the survey’s findings. 

The question asked in the Katz 
survey, designed to elicit a single 
answer, was: “What do you de- 
pend upon most for your news— 
newspapers, radio, magazines or 
people?” Multiple answers from 
the 4,589 persons queried, how- 
ever, brought the total of answers 
to 7,135 and showed that more 
than half of the respondents de- 
pend upon more than one news 
medium. 4 ‘ 

Tabulation of the survey 
showed: 


Number of 

Mentions % 
SUEY ea eins sauna 4,022 87.6 
Newspapers ....... 2,569 56.0 
Magazines ........ 434 9.5 
ree 85 1.9 
ee | 25 0.5 
Total Ment. ...... 7,135 155.5 
Total in Sample...4,589 100.0 


A check of Chicago stations to 
determine whether news is still 
a popular radio commodity in 
peacetime, revealed that’in most 
instances network and local news 
have maintained their high war- 
time output levels. 


WMAQ@Q Adds 5 Shows 


The WMAQ-NBC newsroom is 
turning out just as many shows 
now as it did at the height of the 


war tension a year ago. WM AQ 
itself has added five local new; 
shows since war’s end, has kept 
even on the number of networ, 
shows and has retained 17 news 
shows a week it originates fo; 
NBC but which have no WMAQ 
outlet. 

Twelve of the WMAQ shows 
are sponsored, two sustaining 
Four of the NBC shows heard on 
WMAQ are sponsored, two <‘us- 
taining, and two of the four shows 
WMAQ originates but does not 
itself air for NBC are sponsored. 

On Nov. 6, 1944, CBS-WB8y 
broadcast 14 news shows, 13 spon- 
sored. On Nov. 6, 1945, CBS. 
WBBM broadcast 19 news shows. 
17 of which are sponsored. 

Mutual-WGN reports no de- 
crease in news programs since 
war’s end. It added Fulton Lewis 
Jr. and other news shows to re- 
place those discontinued. 

American Broadcasting Com- 
pany-WENR shows the only drop. 
A year ago there were 47 spon- 
sored and 10 sustaining news pro- 
grams a week on its facilities, 
The present figure is 24 sponsored 
and 12 sustaining news shows. 


Celanese Negotiates 
to Buy Tubize Rayon 


Celanese Corporation of Amer- 
ica, New York, has begun nego- 
tiations for the purchase of Tubize 
Rayon Corporation, New York, on 
the probable exchange basis of two 
shares of Celanese common stock 
for three shares of Tubize. 

No details have been settled, 
and final action probably will not 
be taken until plants and prop- 
erties of the two _ corporations 
have been studied. 


Mal McCrady Changes 


Mal McCrady, formerly with 
N. W. Ayer & Son, has joined 
Sheldon, Quick & McElroy, New 
York, as an executive. 


office for details. 


330 West 42nd Street, 
New York 18, N. Y. 


Miss Jones, please 
check my St. Louis 


prospect cards with 


STANDARD 


for the latest data | 


This sort of instruction is 
frequently given by the alert ad- 
vertising sales executive to his secre- 

tary. He knows from experience that he can 
depend on STANDARD service for complete and ac- 
curate information on advertisers and advertising agen- 
cies for any city or town in the U. S. 

The Standard Advertising Register (geographical 
edition) and supplementary services give you usable 
data on the 11,000 national and sectional advertisers. 
It details the types of advertising media used and terri- 
torial distribution of the products of each advertiser. 
The weekly revision service keeps you posted on new 
advertisers, changes of Sales Managers, Advertising 
Managers and executive personnel. The Agency List 
provides data on 1800 advertising agencies, their per- 
sonnel, recognition, and lists the clients served by each. 
Flash news is supplied through the Weekly Bulletin serv- 
ice on new advertisers, personnel and agency changes. 

To keep abreast of the fast moving events that affect 
your sales you need “Standard.” Write our nearest 


National Register Publishing Co., Inc. 


333 N. Michigan Ave., 
Chicago 1, IIl. 
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cs 
Vv l 1 fl Popular Mechanics has built a man-market that is famous 
for responsiveness, for measurable results, for big returns. 


& 


Fs 


4, 


aad 


e Advertising pays off on how its readers think and act. 
“Responsiveness” is the vital measuring stick for circulation. The 
advertiser who wants definite results seeks definitely responsive cir- 


culation—a medium that plants his message in wide-open, fertile minds. 


Its 2% million readers have one thing in common: the inquisitive, 


interested, active P. M. MIND. When you REACH THE P. M. MIND you 


reach men who listen, buy, try and become enthusiastic customers. 


You know—and like—people like this. Meet them with your sales “ 


story in Popular Mechanics Magazine. 


* A new publishing idea was born in 
1902 when H. H. Windsor founded Popular Mechanics ...a 
publication to satisfy the voracious idea-appetities of active 
men. Published today by H. H. Windsor, Jr., Popular Me- 
chanics each month is bought by over 700,000, read by over 
2% million people—everyone with the open P. M. MIND. 
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Hutzler Gets Account 


Hutzler- Advertising Agency, 
Dayton, O., has been named to 
handle the account of Airtronics 
Development Corporation, Dayton 
and New York, manufacturer and 
engineer of aviation equipment. 


Foster-Wheeler Appoints 


Foster- Wheeler Corporation, 
New York, mechanical equipment, 
has appointed Albert Frank- 
Guenther Law, Inc., New York. 


EYE’ CATCHERS 


World’s 

greatest 

collection 
adv. photos. 


3 All lines 
business . . . all situa- 
tions, Top models... 

phy. Mul- 


fine 
tiplies pull of promo- 


available. = 
ing subscription plan. 
NOT STOCK PIC- 

. FREE proofs 
and details on request. 
No obligations. No 
salesmen. 


EYE CATCHERS, Inc. }).F y35.55 


Raytheon to Bond 


Radio Repairmen 


New York, Nov. 21.—To combat 
adverse publicity received by 
radio service dealers, Raytheon 
Mfg. Company has announced a 
“Raytheon Bonded Electronic 
Technician Plan,’ under which 
qualified servicers will be bond- 
ed after acceptance by the com- 
pany’s distributor, Raytheon, and 
the bonding company. 

Arthur E. Akeroyd, distributor 
sales manager, in announcing the 
plan said that, to qualify for the 
bond, a radio service dealer must 
meet certain criteria of experi- 
ence, reputation and ability, and 
must have and use adequate 
equipment to do skilled service 
work efficiently. 

The bonding program will be 
promoted in advertising in busi- 
ness papers next year when Ray- 
theon’s production reaches the 
market, and will be extended to 
general media after dealers have 
been stocked. 

When accepted by all parties, 


the dealer will be bonded for one 
year by the Western National In- 
demnity Company of the Fire- 
men’s Fund Group. The bond 
states that the dealer guarantees 
complete satisfaction with every 
radio repair job for 90 days, and 
outlines a “code of ethics” that he 
agrees to observe. 


Berens Names Harris 


Berens Plastic Corporation has 
named Ralph Harris, New York, 
to direct its advertising. Trade 
publications, point-of-sale display 
material and special mats for 
dealer newspaper ads will 
used, with national media planned 
for spring. 


Black Changes Name 


Name of the W. L. Black Ad- 
vertising Agency has been changed 
to Ivan B. Romig Advertising 
Agency, with offices in the Med- 
ical Arts building, Reading, Pa. 
There is no change in ownership 
or management, Ivan B. Romig, 
former publisher of Sports Afield, 
having been owner since July, 
1944. New York offices are to be 
opened soon. 


AMERICAN EXPORTER 


Again a Regular Traveler” 
to EUROPE 


Almost a year ago AMERICAN EXPORTER started to reach importers in Continental 
Europe for the first time since 1940. First the circulation was resumed in Italy, shortly 
thereafter France, then Belgium, Holland, Switzerland and Sweden. Now copies go each 
month to all the principal trading countries of Europe. 


export publication. 


readers in France alone. 


The magazine was sent to each country as rap- 
idly as the military situation allowed. In almost 
all cases these copies were the first trade infor- 
mation that the importers had received from the 


United States in over four years. 


The interest of Continental business firms in the 
publication is greater than ever. We have al- 


ready received over 2,000 letters from former 


Hundreds of letters 


have been received from Holland, Belgium, 


Switzerland, Sweden and other countries. 


The total circulation of the editions of AMERI- 
CAN EXPORTER in English and Spanish 
has been increased to 31,000 foreign copies per 
month. It is larger now than at any time in the 
past 15 years and larger than that of any other 


Proof of the success of AMERICAN EXPORTER in aiding American manufacturers to 
sell abroad is the record of the advertising. Today more advertising is being carried in 
the two editions than at any time in the past 25 years—far more than in any other single 


medium of export promotion. 


AMERICAN EXPORTER 


Johnston Export Publishing Company 
New York 16, N. Y. 


386 Fourth Avenue 


Offices in: 


PHILADELPHIA CLEVELAND 


CHICAGO ST. LOUIS 


SAN FRANCISCO LOS ANGELES 


ee! Si ae 


W. W. Wachtel, pres. of Calvert Distillers Corp., New York, held 
his own class reunion in Milwaukee recently. He was host at a 
cocktail party for the eighth grade alumni of the Sixth Ward grade 
school No. 1, class of 1905. “I had always been jealous of my New 
York friends and their talk about alumni meetings,” he explained, 
“I didn’t have a college and I didn’t have a high school, but, by 
George, I did have an eighth grade and I didn’t see why we coulcn’t 
get together, too. . .” 

Evelyn Blewett, who has been with the Advertising Council! ip 
New York handling such campaigns as the American Red Cross, 
Army Nurse, Food, etc., was married Nov. 19 to George Albert 
Hampe Jr., at St. Bartholomew’s church, New York. . . 

Also married that week—Nov. 22—was Goldalie Frank, ad prod. 
exec. with Cramer-Tobias-Meyer, New York, to Sol Balsam, former 
foreign correspondent of the Philadelphia Record. . . Bruce Gimbel, 
vice-president of Saks-Fifth Avenue, New York, and son of Bernard 
Gimbel, president of Gimbel Brothers department store, married 
Barbara Ann Poulston Caton of Long Beach Nov. 10 in California. , , 

First “industrialist” to win the annual gold medal of the Adver- 
tising Club of New Haven is Frank Kenna, president of Marlin 
Firearms Company. The presentation was made Nov. 20 with Tom 
Beck, pres. of Crowell-Collier, the featured speaker. . . 

Irma Lemke, dir. of women’s 
programs for WGY, Schenec- 
tady, took a recent weekend off 
to marry David B. Kroman, a 
Schenectady high school teacher 
and a member of the WGY 
Players. . . The Boulder, Col., 
Chamber of Commerce has 
given its annual Citizen Recog- 
nition Award to John T. Bart- 
lett, co-publisher of Author & 
Journalist, Denver, for a series 
of ads which appeared in the 
Boulder Camera and have been 
called the most important single 
factor in securing: passage of a 
$225,000 city hall and municipal 
building bond issue. . . 
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Donald R. Cooke of the Chi- 
cago office of William G. Ram- 
beau Co. has a new son to boast 
about. Name’s Donald Robert, 
and he was born Nov 8... 
Robert O. Reynolds, v.p. and 
gen’l mgr. of KMPC, Los An- 
geles, has been elected a mem- 


FOR SERVICE—Sculptor Charles Brad- 
ley of Pittsburgh puts the finishing 
touches on the statue which was pre- 
sented by R. C. Cosgrove, president, 
Radio Manufacturers Association, to 
Justin Miller, NAB president, repre- 
senting the radio industry, at 25th an- 
niversary ceremonies during National 
Radio Week. 


ber of the board of the Holly- 
wood Bowl Theater Ass’n... 

William S. Paley, pres. of CBS, has received the Legion of Merit 
for “exceptionally meritorious conduct in the performance of out- 
standing service as deputy chief, psychological warfare division, 
Supreme Headquarters, AEF” April to August, 1945. . . 

Latest expose of “those who try to undermine America” by Henry 
Hoke, mgr. of Direct Mail Advg. Ass’n, and author of “Bleck Mail,” 
is called “It’s a Secret,” to be published in December. . . 

One of the lighter bits in this brand-conscious world came to light 
the other day when Joe Russakoff of Vanguard Advertising told 
about a breakfast he had had recently with Columnist-Commentator 
Drew Pearson. That gentleman, as reported in the business press, 
starts a new show Dec. 2 for Frank H. Lee hats, but Mr. Russakoff 
tells us Pearson serves Nutrex for breakfast, a Serutan product 
which the columnist may have to forego when he leaves the health 
company for hat promotion. . . 

Gayle V. Grubb, newly appointed manager of the American net- 
work’s San Francisco outlet, KGO, was introduced to leaders of the 
radio and advertising industry, as well as civic officials in the San 
Francisco Bay area, at a luncheon Nov. 20 at San Francisco’s Bo- 
hemian Club. Don Searle, ABC western division vice-president and 
general manager, was host of the party. 


BAKER'S ELEVEN—To celebrate the start of its 11th year on the air, official: 

of Continental Baking Co., New York, honored "Bachelor's Children," CBS seria! 

and Authoress Bess Flynn at a reception recently. Left to right are Lee Maci 

Marshall, Continental advertising manager; M. Lee Marshall, chairman; Louis 

Bromfield, whose best-seller, "Pleasant Valley," will be background for some of 

the serial's episodes; Ray Stritzinger, Continental president; Mrs. Flynn, anc 
William C. Gittinger, CBS vice-president in charge of sales. 


Among the ad fraternity’s pipe smokers, Allen Billingsley, Fulle: 
& Smith & Ross pres., ranks high. A pipe rack holding eight on 
his desk is merely a formal accessory to a big bowl in which 4 
dozen or sO more are casually dumped... 

Walter Jackson, ad mgr. of Chesapeake & Ohio railroad, is one of 
those ex-Southerners having trouble with his accent. At home in 
Cleveland, Walter’s wife, who comes from Michigan, says that he 
still talks “deep South,” but his relatives in Richmond insist he talks 
like a damyankee.. . 
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Here Are Quick-Volume Sales To Millions Of Home Owners You Don't Reach Any Other Way 


No Major Change Required In Your 
Present Distribution Set-Up 


OU know that “multiple-exposure” of your appliance 
or home product will sell it faster—in greater 
volume. 


In other words, the more retailing outlets displaying 
your product, the better. 


And this is especially true, if your product can be dis- 
played in outlets that are the actual “point-of-sale” 
where 15,000,000 new postwar homes are going to be 
bought and equipped—and where additional millions of 
pre-war homes are going to be re-equipped and re- 
modelled. 


‘oday, thanks to an amazing trend which we helped 
‘develop, and have been watching for years, you can dis- 
play and sell your appliance or home product in up to 
5,000 points of sale for these millions of homes—right 
WwW, 
You need not change, in any major way, your present 
stribution set-up. 


You need not take on any huge new advertising and 
‘omotion campaign. 


| you need do is what the pictures show above: Get 


Building Suppty News 


59 East Van Buren Street, Chicago 5, Il. 


(Also publishers of Practical Builder ) 


your product distributed and displayed in the brand 
new postwar showrooms of America’s leading lumber 
and building material dealers. : 


Our surveys show that 17,150 of these dealers plan to 
spend $124,887,560 to remodel or build new yards, 
stores and offices, containing beautiful, modern display- 
rooms worthy of any department store. 


They are going to sell electric appliances, radio receiv- 
ers, electrical supplies, linoleum, tools and a host of 
brand-new consumer lines they never handled before. 


—AND MOST IMPORTANT, HOME APPLIANCES 
AND HOME PRODUCTS HEAD THE LIST. 


*% * * *% * 


As you know, these dealers already sell all the mate- 
rials, supplies and equipment which go to make up 
America’s gigantic building market—over 10 billion 
dollars’ worth in 1939 alone (last census). 


That was how they got the name “lumber and building 
material dealers” in the first place. 


But today that name is a misnomer. Just as much a 
misnomer as “drugstore,” “stationery store” or “radio 
retailer” are today. 


Similarly, these so-called lumber and building material 
dealers are actually one-stop, cash-and-carry, over-the- 


counter retail outlets for everything that goes into a 
home—everything from a flashlight to a fly-swatter! 


To the new, beautifully planned showrooms of these 
lumber and building -material dealers will come the 
fastest-buying home-owners in America—with the 
ready money and the state-of-mind to equip their post- 
war homes with everything new—or to completely reno- 
vate, from top to bottom, the homes they already own. 


They are on the lookout for “postwar products” of every 
description, and they’re ready to buy on sight. 
% *% * * * 


Among America’s leading lumber and building material 
dealers, Building Supply News is first in advertising 
volume, editorial influence, and leadership. 


Circulation is 12,255 ABC, each a lumber and building 
material dealer—74% of whom are located in towns of 
less than 25,000 population. 


What’s more, these primary dealer-readers route their 
copies to key employees, for a total of 33,088 extra 
readers per month. 

Yet a 12-page black-and-white program in Building 
Supply News still costs only $2,280. 

Little enough to get your product displayed and sold 
in the fastest-selling retail outlets America has seen up 
to now. 
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Pikes Peak Paper 
Gets First Press 


in Postwar U.S. 


Colorado Springs, Col., Nov. 20. 
—Rolling out Colorado Springs 
Gazette and Telegraph copies to- 
day is the first new rotary press 
to be installed in a U. S. daily 
newspaper plant since the war’s 
end. The paper’s officials report- 
ed “hardly a spoil” on the trial 


run Nov. 16, when 16,000 impres- 
sions of the Telegraph roared onto 
a new conveyor at 30,000-per- 
hour clip. 

T. Ernest Nowels, publisher of 
the ‘two papers, obtained a WPB 
priority for the 24-page Duplex 
Unitubular more than a year ago, 
but production difficulties tardied 
delivery until early this month. 
Two full-color decks have been 
installed, but two additional four- 
page black-and-white units are 
still to be delivered. 

The plant was using a _ press 


that had been doing double duty 
for 25 years. 

In addition to the new press, 
the newspapers have a new Inter- 
type mixer typesetter, new stereo- 
type equipment and new office 
quarters which bring the com- 
pany’s modernization program 
close to completion at a cost of 
$125,000. 


To Advertising Engineers 


Miss Ida E. Mentzel, formerly 
with Jesse Corov Advertising 


Advertising Age, November 26, 194 


Agency, has been named office 
manager and copywriter of Ad- 
vertising Engineers Corporation, 
Chicago. W. M. Hensel Jr., for- 
merly production manager of Van 
Auken & Ragland, Chicago, has 
joined the corporation in the same 
capacity. 


Two Name Ferguson 


Noland Company, Inc., Newport 
News, Va., wholesale plumbing 
supplies, and Old Virginia Pack- 
ing Company, Front Royal, Va., 
packer, have appointed Courtland 
D. Ferguson, Inc., Richmond. 


offering you more than a million families 


who are America’s Best Customers... 


ly's income: they buy oftener, buy quality, influence the 
buying habits of millions of other American women. 


ADVERTISING OFFICES: New York 


Philadelphia © Cleveland ¢ Detroit © San Francisco 


Time and time again—best customers of better U. S. 
department stores vote TIME tops. These TIME-reading 
women are heads of families with twice the average fam- 


Photographed at Saks-Fifth Avenue 


. Boston 7 Chicago 


OF PHILADELPHIA 
(Beer & Ale) 


NEW ERA—C. Schmidt & Sons, Phila. 
delphia brewer, is using a series of 
newspaper ads throughout the Eas} 
through Al Paul Lefton Co. Each of 
the ads, with a cartoon-style illustra- 
tion, is supposed to portray some char. 
acter's reaction to postwar inventions 
which make life "wonderful." 


Stewart-Warner 
Offers 14 Models 


Chicago, Nov. 20—Stewart- 
Warner Corporation’s postwar 
radio line will include 14 models, 
offered in a variety of cabinet 
finishes, it was announced today. 

The ’46 line, designated its 
“22nd anniversary models” to 
mark the company’s continuous 
production of radio units since 
1925, includes small plastic table 
models and_ portables, _ radio- 
phonograph combinations in both 
table and console models, and 
full-size console furniture sets. 

New and exclusive features of 
all Stewart-Warner °46 sets are 
the “radair antenna,” a built-in 
loop designed to pick out the 
faintest signals and repel static, 
and a “signal sentry” device to 
eliminate fading or hum. 


PCA, Northeast Merger 
Awaits CAB Approval 


Directors of Pennsylvania Cen- 
tral Airlines and Northeast Air- 
lines have approved a merger of 
the two transport companies, the 
plan to go into effect following 
approval of stockholders and the 
Civil Aeronautics Board. 

Under the merger, one-half 
share of PCA stock would be is- 
sued for each outstanding share 
of Northeast, the latter’s routes, 
identity and equipment to be 
fused with PCA. PCA now serves 
more than 50 cities in the East, 
South and Midwest. Northeast 
covers New England and eastern 
Canada. 


O’Connor Appointed 
Stanley J. O’Connor, for the 
past 10 years in Washington as 
liaison officer between the Min- 
nesota & Ontario Paper Company, 
Minneapolis, and governmen 
agencies, has been appointed as:- 
sistant to the director of researc 
for the company. 


Rejoins ‘Farm Journal’ 


Richard J. Babcock, recently re 
turned from managing his 30( 
acre dairy farm in Connecticu 
has rejoined the New York sale 
staff of Farm Journal, Philade 
phia. 


To make RESERVATIONS 
for the Artists Guild 


at Hotel Continenta! 
November 30, 1945 


| 


| STANDARD STUDIOS, INC. 


call Whitehall 5355 


Grecremath, Boll 
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ADELPH 


N BOXING it’s the old one-two 
—a left to the body, a right to the 
head—and Knockout! 


In advertising it’s a one-two-three—FIRST 3’s SUNDAY 

PUNCH to the core of America’s three most important markets. . . 

a knockout for sales with the impact of rotogravure and colorgravure, 
highest reader traffic in the FIRST 3 Sunday newspapers in those areas 
—the New York Sunday News, the Chicago Sunday ‘Tribune, the 

Philadelphia Sunday Inquirer—each first in circulation and in dis- 
play advertising volume. 


FIRST 3 not only delivers that one-two-three Sunday Punch with its 
66.8% family coverage of the three metropolitan areas, but also with 
its strong coverage in hundreds of cities and towns in its greater mar- 
ket area. The families in this greater area spend 40.1% of the total 
U. S. retail dollar and 42.4% of the total U. S. food dollar. 


Correct the coverage deficiencies of other media in these three vital 
markets by bolstering your national advertising campaign with 
FIRST 3's Sunday Punch. Total circulation in excess of 6,200,000. 


THE GROUP 
| NEW YORK SUNDAY NEWS 
WITH THE CHICAGO SUNDAY TRIBUNE 
SUNDAY PHILADELPHIA SUNDAY INQUIRER 
PUNCH a 


News Building, 220 East 42nd Street, New York City 17, VAnderbilt 6-4894 + Tribune Tower, Chicago 11, SUPerior 0044 «155 Montgomery Street, San Francisco 4, GARfield 7946 


ze ay pone: ae ks pio ait We ba ea a i * % ‘ " 
fe z te aie, r ae are ee ta he s ipa a ° . =a ite “4 Fe x fy be nr —— 
ip : ¢ d “li * ae , i ears # ; (ae e en a : 5S a om x 
‘ : rie a < ; ; “si : has + aes ’ aaa aR a a i 
= iis. ms af Sais wp war ca eee ; Me iets ay t 
: : a ee ‘ A rere 3 ie his! rae ¥ - ee sys , a 
i “ 4 ie ad were es € Mice os 7 Sy Geen. © a 
s x a 5 ¢ ae 8 agg + 
ae ES = 4 . ; i 
eS or Be i a *, 988 — 2 ? 
7 é oo ‘ ge IP, ae Fil . .. S a, a . - 
is. Siena ae : wig eee # hw Re aaa. i ee ‘ - : f Ss a ee or: ee . . 
bad” ‘Sen 8 Pn aa oe 2) —eeer i eaten. ies Reet pe AS pia 
= ' a > eee aie te ee ’ . . Ae dt Og ee “ : ss 
Bee ir eS J ail ee eee : > tS a oe ee Bn * re > apes . soa 
: .- * Fi Sy eet ee Bie Ge eebetig. «7 SER - ns ty . ce ° és eae” 
: ong > 2 pee ee e? ee see, ene iy ’ be eee er are ie ae) mA OS < = Jende = Say. en = - € ae : bor ee - 
es Pc ce SS ee ag eae SR A i MS ear ig ale Se gt Sea a © Bee oops ARF = bey . rae nied «5. 
he ag ~~ § ot ee ee o era ee ae 3 % Se “ee it a < a —— fai : ‘s ¥* og * ee PR Ss ee 
ae - <7 es San es 3 ai ed Yea “ sie Be ee OO oa Cee ' he ; ; * : e" Rae " Ae > pegs “8 —— Ok - es 
. “Spe ———— Oe —"ece — Sk ie, tale er eee oe Lae inn pereae omer ge hinges Se ye 
aed ae tC ~ See a eee eee echt — re E> “ay 7 i, 7 7" : i mia : ¢ St ais 
- Te. iy Rae Bae : Sars = eee ae ene a ee OS ee " 00 a ag a “ SF eS. ime “ - 
oe 3 eee ee a Rage ise €: a eae Sos ea Ba ee a ‘ # = ae x - ea i” a pe o 
Pa aoe: See a i Ras RS aaa is a mon eg ees. 4 i . oe E ae Fp Oe ee * eo te) | pe 
* So le ee ee ee tees ss ba Pac iet ie = i he ee - ‘ ae 
* 8 ii a Be ee ee a ae Soe i 2 te eee x3 a ; ena ~ Ft > a ae 
. Ot Ee ._. 9  * oe. _——> ie a = ate ‘~ = os 
BE natn ti: ae er SR <n Pata aS 3 ni s. e amen eran ‘ is 
2.* : ¥ iii OR the, ca ie oe o> eee A ae Fey Te : Seas ~_ bs ~ =) oe 
a ; a be * ee ae a — ore ae eo: “s ee S, oe il : 2 so Ps ae Sp E: nh J Tika ‘ coal 3 ; = 
a a aa a eee i i Sia Re ks a foarte Be We RTS ‘oe > ®. ~ ‘. ae , oy eae 
e is ae Bie {eee Se ti MP si eM each Sh 2 SS ee a a ee te oo wali y q 4 4 > ie , \ an 
» : te Oc. eee te A ee eS. ee ; ~ a“ rs =~ oY “@.. ae 
. ‘ Ss ee i, . OC ea ey TL a Rt meee OW Att we ee Bag SS ; eee 3 . ee 4 ae te i ioe 
f ay ae én... be i ¥ oe ete Sie ory ae i 1 Su ear es ta CR Se as oe ee ’ Pip of ie : ia i ‘ ~ onl eT 
‘ed ee os a a ee Pe i Oe ce NS, es F ghee ee 8 ¥ ss > ein j Peat _ — 
se x 2 eee es ae en aa ee ent ae oF : © Loe Rin — 
a - : “ak. ee ‘ ee Were aer eae Sai. Fz f Gas go — f= : a e y 
as re on 7 aye ee acre ee ict? a nel es oa . oe 
7s “ a: et BRE a ns eas a LS ae ae Ss Ron ~. ff ~ 
be ES oe es ieee aie | iy ae sete ASS — ES i <2 ? ‘, 
; Sages “ h ae yet Ae lene game a 3 er. = ea ies ae ee J at ; 
i = s ay a of ie ae Sa . ia s 7% J + . “2 } 
ieee TT Bc el eMieee e i a eee ae Sete eA ~ tage * me ‘ > ? hs 
% > a= Ligaen ii. erase Siege eo ae See 3 SE “ = 4 : bs 
#3 | =z oe ae SS ES — j é at 7s or 
x E a in eee oa Sidi i ae Be ar ae ay Se : 3 - : ae . Pe 
: mec 5 eee a 4 , .- 3 aoa co sie on ‘se 2 oo ; 
a ae ae = mr a s. o sty re Be ee. : See BS ai ee si Bs ot Bee a cat: a 5. a a wm ye - > 
: Misi: ai yee,” fe. ORR eS Hn Bie S ee 3 Em ee UC te ae s ih ame _ > « 
i re eS ae — ae ——e ee l0lUlUmUmUml™ — z +i Fee how 
=; UC oe | eS lll CS a Se 
‘Si ee. ft her oe ee poe a ee ae —. ioe: ! t ; , 
ae ORR St st Oe we om PO 3p FEE ee ontige gimmie ails ee a2 Sie. Be : “ = ie Steere ° 
i Re wo Hs ee ‘ <i ng ett a 4 ~*~. 3 Ke 
rs a spe 2 SR oe er See nplbiiag 
ape * Reenter Be ree ig. ars ae: BPC EN Bsr ea 75 we . 
a uC ee cee ye ba oe ei Pg Se 08 oe ee ry ng i ite cin < srs 
a sic Ae et ies . ie Se se ae eee pe pee iat a ae sc eee ee Ex, - 2 c : a 
hil ie a $ gs Ast eae ag ee ara. tier es a ee Beit oS oe Ney : 
Nas ~~ i ae eR ee Be ee +. o Rigen) ; 4 
ie : ee ne in eee BE ene ee ae ea ict ko ae ie peit . * . 
| of : = pees et Se ee es ees Per te ne é oa ta Po 
= % ee ea eee eee ES ie. Si ae las LoS SPE a Rel cae a a te ee 2 “ 
tra- = im eae Ret BS Be oe es se es : ee a ae psa see eg i F eee ‘ ‘gic ; ie S, 
har- ae See 3 Rae PR Be hae ee pets mee Pe in ee s ae F , io 
iOns ea : ies, Bas te Sia % 4 oe a . : AL Be. 
Bee PE RR eee a ee Ss Cae “ mc, . ; ~. 4 a 
4 oe Peete (eae i ee ee ie . $ Se : ‘ + = E 
. 3 ee a HS aed , ee = Bice © : Bees a a A er J f , ' : oe ; 
7 : Coe Be Re ol een ss gee -, Sh 8 ea ee a ‘ gaits mere bs 
sian >) eee eS eS eo & 7 eon re a e i ~~ oe q 
~~ EN CE a Fo a ee tile gees co? on. L 7 | ; a 
j : rl ee i &,.<————<-i recast — ql " ‘ee | = ant 
% Be ee Bae Bok: Sees Bo. .°. 2 a Bs: Ace : ps E oh “ , **% ; 
: - — a de ee ee co OS. ee . gO ’ 
Baye pe 4 mee ee ei <3 ee are ae cee a . . : 
{ t 7 BP « ae % is ued seer a oe aes j % ag ae ere a ad te e ; . : 3 %: é a 2 
po ont. a wae gelie aed Be ye As gs Be ish ~ ies ‘in, 
‘<e ae Bi + s+ pede 8 RSS 3 ei? Sele ery aoa f <3. : cs , i : x * 
ar -. ig a a a ee leet Be se gee oe Ne . i —F wy 
els eS = ee ee aa tes aes ae ee . win: Siiees Wie «se na 
’ a —— Ss Sa (i E 4 We ee s Bs. ie ae = : oe : = - _ 
net Oy Ee ee os See ee, i Ee ee ge ashe ce ee ei hi a of j ee 
r a a ae i oa ees : Ne Ba Olona ae OS ae aes Paks ih 
it — § ~e pe ee ae ——— ee ‘ 
3 * Bes: Fee Got soe Se ice tak Sa ae - : 2 P ahr Sa ee prttge cn Seen ee 2s i i : 
re PNP , 4 ‘ e " ‘ a eg ae ee. ssi a é ; : s aay eS ae oe a 7 a 
to i ¢ Za ae , Sad ce ae fy ‘’ oe oie aa : os eee ee Lae Ok Bey a eee 
. sie: Ors ae sie é 22 Pad 2S Sigil SS a cen * es ae 
JUS ~ ta : ae Saye :% — . ; ee Ze oe gee: ; ks OE ee iy —s 
ee aes 8 s ee <i eS Se i ik — : bon ee gpa . isis er hus as 
ice : ¢ : “ eee |. 4 at ei as cy Sa Oe oe ee ie ii yal Eee ee or ae ee eee Be . ne ae te Bh Bas ai ea sie See eee 
SR is ae es ee POPC hon MO eee ies Zi Lag ahi ey ai . we Ce ee fie ise pet 
ee 5% i. oS ee allay the a Bila Sy Sohal a Sis Tar eee ne tee See BS ee Reg 7 sea ed oe 
ble eo ‘i 7 Scie ae Mars Yet 2 igh timatae ad hig AR ra nit, eS a ihe : EW YOR ry gies Ss , 
3 hs ah} ee ane ete Mt td a Peale Cakes Se: 9 ek a aa $ e. Se —* Beane gt Boxe “Se ae ee ae 
= A ices No ert ae ae =. eg Sen eed ers eee a ee : a, seins pane te: baie Wen oe : 
~ ae AA Tan, , ; ey Bi erg eee, ee ‘ Sos ater ise REE.) a a ie  ) eee ee alos 
th ; | S twa ee prec Ses Ne ag — a ae eee ee. Se as = Sheee Oh 
2 of ae % , : £ hire ' git aa = ss . eee aed ea aie oy ge a ae es 
nd ‘ian s: ih of eyes Bitty Se : es as ee a 111 Rerriowe 3 ite ee eee oe 
veges: % oe 4 ; et) ee ee ' Hes ee a po seen eg ache gaa : fk fe al 
Te oe ' ‘ sf + — Seo : a eee a | EE ee ae STs Oe ea pee eR oe ii gg ; od #3; ni gol # 4 me es fo ee Sat 4 ' We eee ee eb cot ee es Z - - 
“ = & é : . agit ee cage ei cake ie Saeed * Prac $3 § Ce ae ae ’ Pecan f e es OO es as Mal pee 
3 ‘ , me edie ene ae sii EERE NT ea i F eee BS i . < ™ Q ‘cca. aad Pt Sa ee Pee aM lig : 4 
of ie Nile | SR eee be i f 4 ee Re th a — ii te ie eo eee 4 
i a #3 2g a ‘ * ig ' : ee / Be ee Sie oe en i te 2 . ae ay Bei 3 oy fe es ea Be 4 
re : , a hits sa eae ‘’ ee les ee Ee ees at >a 8 ~ See Poe ss coke eng. Poe a 7 
. ." f ae : ’ . - x* PS wt . + Re Sega Sa ed eS BRE a} : — F saa Sy 5 ake BE eee er ay 
e Bi. aaa : oe *%§ ge OM is Pe inc. sis sai - : é ; $e5) Be FR eee AE ge a . 
“In i eg EP es Seon eee OT . é Be cae ion 4 «t # ‘ 4 ee F ' q ; Pa ha? | ESI Seer pe Set AY 
« $e , 3 one Bee OS cot ee ae E ane § ne gia Ee She Cian? 
he ; 4] es ca et cece M Se eeee Pr tae so, ee a ‘a a . Ege ts s. 28). ieee a ee 7 
> a * 3 & geo tages Sa 4 ay ceed oon, 3B ah : % 2 ae ib meee. ae ae 63 ET one ~ : 
: i eee I CA yee * ae nes ses Bae comm | i H : 3 Rees Bia tet ee ae a : 
to TEST) peers ii Same i ! ‘ J | Se | ay Riedie i oo . 
se oF P sn oa i x eee am . f 8 beg — Fs er cere / : a x SRR Rae 4 cee eat a . w 
' may cetas _ te = 4 — . ‘42 S3i a ft 1h i? eee seis ' i ae \ EPs ' | am ae ‘ ae - 
aa 7 et io ; irs — b- | Fae 4. & y i on ae lize. i). a i, ert Panels ‘. : si 
: rg t ; 2 : ‘ big 5 & ee i ; ~:~ —_ 2 c = Stig > Si Ae Sse ; eS CO 
© ee thr ; ; & eel - cy ; a & a, oh. :3 Spee ieee ; . ed He. . a ie 
eunery? ei wrrr - . Mee ‘ eas ee = a F Bee ee : } 
P reir, * ll, o + ata, ‘ eer <a 2 . : : * * ¢ t Ss 4 e ties tS Gee Pe > ee td eet Te ‘ eee : 4 ei 
— ks Me} e : ge " : ps 7 4 ts 5 o hiro. Oe bp oo es a & ad : ie Be RJ ¥ i 3 . -, pe Ps Pi 
Ser re a4 . aes : pe ; : ee re a $ . ae mate cae . es : is ; i. a ts SRE * ner i 
aa BS . : ; Ree : FP ae Poe 2 ee... ae is 33 LY See Pee. Se os ai Bee. ‘ : 
a # Eh giiteg © bas bs se at : S: Poche +g we ; = aa | ‘ hee ; 3 eet Bie es tj 8 a os _ 
n- es Eee “6 4 ke - ‘ bar aa a 2 Fe a OM. Hae : oe ¢-3,3.4 “aa sg Ee 
: ite iy eee ie in oh. iis — ae ee a oe aa ee As - Phe. 
~ ” ie io i; = si - ; y ’ ets ‘ i ae ~/> b: ee Se a a pr z ae mee Sha i ‘ant 4 
* —_— Re 4 - “ po re PD i” 4 =< iw i y Mite 2 rt = RW, 7 C 
e ; : : a , <3 * <f ae » £ es PO ss ec ee oe Bes pat is cam fon vr 
i ee a ie. ad 3 teal me £E i oa ne :f a ae ae f _ bs “* a ~~ PA. ere he. SSEEaS * es ter tog ae pi. abi b> <= : 
he . «I ifs | Stig ; oo ¢ Be ee ¢ he i , : °*. 7 ek . .% 5 ees Ee. — Rahs a ; e 
ag . = ia a ae (ae : ° Pes oS ga oe wie 
1€ sd idl s t rm ‘ : . . Fn me * pies ik te * aa fe ‘ . ie i wi .ae> > F ie ' = 
> be Bis ee " Be ey, Re ~ ee : aoa i 
nf i a ice, Ls Maine ta BS em | 
If Wi. Sie... mre ee , oe fe 
Pe yet eee mee ke 4 if & > 2: is é ok ie: ‘ betas 
Ba > “es ee —_, ef ie ge a i 4 . é od ? %; ae eg ; 5 F aoe ‘oot: 
Psa ts saad » Pig. 5 » Peis ee é 2 4 ~ ee wo ay ¢ 
re lis, [ieee er —CCCtéCi ey ma mee eS i GR A phn, 
pra ‘ ~~"? > # ow is as : See og oe es ee a 
’ t sd tt i & oe re 4 z . a ? r be i '¥ eset at a , 
c ee ee eee 1 arr Pe a, ae 
hal ‘ =e ; : — , , MER we? eed - 
BS , Fives Be Re Re Oe te Me . 
- 4 mrs £ F © ee j 4 , m% i. 2 f oe S foe” 4 ote e - ‘ ar s 
4 a ttm ad, Pe sae ped p 2 ea ae ay as Ey’ rae . ee Feros, ee oo . 
st ce Te eg —P : at YE cy: : 
: Cine) ee CU Noe tthe. kag st eee 
a See oe ae : ee are : Bae ae « & 
n ¢ et %. Pe é 3 2 te F ae * . i Fo . we : td { « 
tao 2 4 ee a - oa . a 
ET iu gs ioe Re eal 
&: : oO}. a | i = 
a . : | ae Nei 
Se woe i ae ae pt . 4 oe : " i 
% ses a $: , ‘ 08 ; 
oe Ree © ce ice ee : 5 he 73 
Pie an Senta ae - ee 
i. acl * he mee ee i, a 
e * ee se e x we Wey oy . og — 4 3 ie ae “§ : oo) 
. 2s ’ yi ie 4:2 ea ee ie rn ag -” ov be 
iS pee » é a ye nna ®, a % jem ., ae iy a ¥ y _ LOR 
jee . : oe ‘ a Sup By ro a x ee FS 
: — os Op >. :: foo a 
oe * és Be Ai e, Se. at q ‘ a Ae s,s ? - ita ¢ 
= ee Ss Oe Re II e oo = 4G 
, ees 2 - oe * a “5 oe ae oe > * * Se ee 
eee om! by 2 pa . (ee OR ae - 
eM eee OCS Racha esate i 
: a kee re AAA NOE elie I 
an oe i 2 ee & ‘ie: , B ; . a : ’ 
Ps % : pag aide is tee ~ = ee hs ae Ea r ss > i ee oe oars a | 7 j o 
< ee i Vi- f £4 
7 ——— heat Tit sf a . a . 2a 
d i (i eee es eerie - camel ae { aes | 
, ae ry. * : ~ * de <A 74 a 
> ee o @ % 
; . pee CUR, . 
7 + 
os } 
ee y f 
- > 
? - = 
iis ey iy : i ie ee a 
RO abe ae ie ig GE Bi rc ia Ra ee: 6 ee rc ee Be SO tai EAR SN — rae os 
a pe ‘ ug ee TR SSeS area ee aes 
: é 
% = : 
oti ~ghe 
pGRAVUAL e Cok Z , 
1 fe . 
i, ue Y J 


igs, 
Sry: 


26 


The Payroll Windows 


Are Still Open 
In ‘‘Dilly-Land’’ 


Just like all through the war the payroll windows are still open. You 
see, in the great Fort Smith | Arkansas! area there were few war babies... as 


a result, no shut-downs for reconverting plants to civilian production. 


Our 


resources, our manufacturing ‘most of which, during the war, went to Uncle 
Sam) now goes right out to the public! 


We’re Ready— 
Are You? 


Yes we're workin’ 
as usual, making plenty of 
money and ready to buy 
what you have to offer 
Tell us about your pro- 
ducts! 


'P.S.: You can reach us, as usual, 
through the Fort Smith papers 


31.016 ABC 


Southwest American 
T SMITH TIMES RECORD 


FOR 
est Cimes Record 


Southw 


Morning, Evening and Sunday the ONLY 
advertising medium that reaches the Fort 
Smith area with BFFECT and that's a fact! 


Represented by BJIRKE. KUIPERS G& MAHONEY, INC, 


ARF to Study Chicago 
Transportation Ads 


As the seventh in the continu- 
ing studies of transportation ad- 
vertising, the Advertising Research 
Foundation plans to cover Chicago 
next April, covering a population 
area of more than 3,600,000. The 
study will be made in cooperation 
with the National Association of 
Transportation Advertising and 
the Chicago Car Advertising Com- 
pany. 

During the first year of trans- 
portation surveys, the ARF studied 
Newark, Detroit and Cleveland, 
and in the second year, so far, has 
covered Milwaukee and St. Louis. 


Reshuffles Sales Statf 


Reorganization of its sales staff 
“on the eve of all-out produc- 
tion” of steel kitchen sinks and 
cabinets has been announced by 
American Central Mfg. Corpora- 
tion, Connersville, Ind. Leo J. 
Daugherty becomes regional sales 
manager in New York, replacing 
Harry Armbright, who moves to 
Connersville to head a newly- 
created contract kitchen equip- 
ment department. 


Advertising Age, November 26, 1:45 


Cotton Promotion 
fo Total $600,000 
in 1946 Campaigns 


Memphis, Nov. 20.—Active pro- 
motion of cotton to boost its use 
in women’s clothing, insulation, 
household furnishings and other 
fields is planned by the National 
Cotton Council, with an over-all 
budget expected to exceed $600,- 
000 for 1946 and more than $1,- 
000,000 in 1947. 

The NCC convention was shown 
results of tests of cotton fabric 
in passenger car tires made by 
the Pace committee of the House, 
which is studying cotton industry 
problems. The tests indicated that 
an improved cotton cord might be 
superior to rayon cord in tire 
fabrics. 

Major individual products to be 
promoted in the Cotton Council’s 


campaigns are women’s fashion 
apparel, cotton bags, cotton in. 
sulation and household furn's)- 
ings, as well as a general schoq-_ 
ule on washability and wear of 
cotton apparel. 


Includes Pages, Half Pages 


A schedule on insulation is }e¢- 
ing planned to include half-page 
insertions in American Home, Bet- 
ter Homes & Gardens and The 
Saturday Evening Post, with fu)) 
pages in American Builder, Ar- 
chitectural Forum and Building 
Supply News. A schedule on cot- 
ton bags probably will go to 
monthly classified insertions in 
all national and some _ regional 
farm media, in addition to three 
teacher magazines and eight busi- 
ness papers reaching packers of 
feed, flour, sugar, etc. 

Media for the fashion campaign 
will be Harper’s Bazaar, Made- 
moiselle and Vogue, while media 
for the general apparel campaign 
are still being decided. 

To meet the increasing compe- 
tition from low cost synthetics, 
the National Cotton Council will 
conduct a fund raising campaign 
throughout 1946 to obtain a pro- 
motional budget of more than $1,- 
000,000 for 1947 activities. Seven- 
teen cotton states will be asked 
to contribute to the fund. 


Keeley Named Editor 
of ‘American Legion’ 


Joseph C. Keeley, director of 
publicity of J. M. Mathes, Inc., 
New York, before entering the 
armed forces, has been named 
executive editor of American Le- 
gion Magazine. Recently, he has 
been managing editor of the 
Marine Corps Gazette. 

David Stick, marine combat 
correspondent for 40 months, and 
previously director of the North 
Carolina Scholastic Press Insti- 
tute, has joined American Legion 
as associate editor. 


Names Sherrill 


William B. Sherrill, formerly 
on the editorial staff of Evening 
News, San Antonio, Tex., and at 
present editor of Valley Review, 
Edinburg, Tex., has been named 
publicity director of the Rio 
Grande Valley Planning Board, 
an organization planning expan- 
sion for industries and develop- 
ment of citrus fruits and winter 
garden vegetables in the Rio 
Grande Valley area. 
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ABC Circulation—First 6 months 1945 


1. TRUE CONFESSIONS —1,959,397 


(But current sales are well over 2,000,000 copies) 
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28 
Publishes Meat Manual 


Chain Store Age has announced 
publication of a new meat manual, 
to be a section of the March 
grocery editions. Chain Store Pub- 
lishing Corporation, New York, 
also has issued its annual no- 
tions manual as a separate-bound 
section of the November variety 
store edition. 


Lucas Rejoins Levyne 


George N. Lucas, formerly man- 
aging editor of Army Motors 
Magazine, published in Detroit 
by the Ordnance Department to 
promote better maintenance of 
military vehicles, has rejoined the 
staff of S. A. Levyne Company, 
Baltimore, as copy chief and ac- 
count executive. 
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The Class Magazine 


BEAUTY FASHION 
101 W. 31 St., New York 1 
Also publishers of Drug and Cosmetic Industry 


of the 
Retail Trade 


Heavy Schedule 
Set Up for World 
Products Exhibit 


Chicago, Nov. 20.— Every type 
of advertising medium will be 
used extensively to promote the 
1946 “Products of Tomorrow” ex- 
position, it has been announced 
by Arthur M. Holland, president, 
Malcolm - Howard Advertising 
Agency, which will handle adver- 
tising for the show. 

The exposition, scheduled to 
open next April at Chicago’s Coli- 
seum, is to be an annual event. It 
is designed as a springboard for 
the introduction of new designs, 
new inventions and other new de- 
velopments to the general pur- 
chasing public and to world trade. 
It is aimed at replacing the famed 
Leipzig Fair, and will not be con- 
fined to any one industry or any 
one country. 

Planning and general manage- 
ment of the exposition will be 


Advertising Age, November 26 


under the direction of Marcus 
Hinson, electronics engineer and 
physicist. 


Display Theme Adopted 


The Coliseum will be renovated 
to accommodate a traffic flow of 
40,000 people daily. The huge 
building has a floor space in ex- 
cess of 1,000,000 square feet. No 
restrictions will be placed on dis- 
plays of manufacturers, although 
they must conform to an over-all 
theme of modern interior design 
created by the Gardner Display 
Company, Pittsburgh. 

Early announcements of the ex- 
position point out that “practic- 
ally every trade publication in 
America is carrying and will carry 
voluminous publicity about the 
‘Products of Tomorrow’ to retail- 
ers, wholesalers and manufactur- 
ers everywhere. In addition, 
newspapers, radio stations, tele- 
vision outlets and all other media 
will be amply supplied with in- 
teresting material on the Exposi- 
tion.” 


— 
gg VRE RS 


VZZZ Dehooleaterry ’ 


One of the most significant steps in modern education by radio is the 
WBZ “Teachers’ Radio Workshop”. . 
teachers in the Boston area. It is a cooperative project by Westing- 
house Station WBZ and the Massachusetts Department of Education. 
Regular evening classes are held over a period of several weeks. 


conducted each Summer for 


Station experts in all aspects of broadcasting impart intensive, profes- 
sional training to a large class of teachers concerned with the use of 


daily. 


nent educators. 


radio for in-school listening. 


Teachers are given a comprehensive grasp of the fundamentals of 
radio. Supervised examinations at the end of the course make the 
teachers eligible for college-credits, increased salary. 
grams, coordinated with the “Workshop,” are broadcast to schools 


Another phase of WBZ’s extensive educational activity is the 
“Massachusetts Plan,” jointly sponsored by the State Department of 
Education and Westinghouse Stations WBZ and WBZA. 
26-week broadcast-course tor teachers. . 
gram “Our Foreign Policy, 


currently based on the pro- 
’ with supplementary broadcasts by promi- 
This course likewise qualifies teachers for credits, 
and is state-wide in scope. 


Morning pro- 


It is a special 


REPRESENTED NATIONALLY 


KDKA °* 


BY NBC SPOT SALES—EXCEPT KEX 


KEX * KYW °* 


——WESTINGHOUSE RADIO STATIONS Inc-—— 


wowo °* 


WBZ * WBZA 


REPRESENTED NATIONALLY BY PAUL H. RAYMER CO. 


BUDD A7zRewes 


New Sieepine Car Equipm: «; 
OF UNEXAMPLED CONVENIENCE AND LUX: >) 


THE MASTER ROOM a SS 


ane suns 00 OF STAIML ESS STEEL SYESAMLORE TRatee 


PRIVACY—Open sleeper berths are ; 
thing of the past, according to this 
newspaper ad, in which Edward G. Budd 
Mfg. Co. shows four new enclosed 
sleeping car rooms. 


mary industries will have an op- 
portunity at the exhibit to edu- 
cate the public to expect the best 
that science has to offer in thei: 
displays of plastics, synthetic 
fibers and rubber, coal deriva- 
tives, petroleum chemicals, elec- 
tronic components and other new 
developments. Manufacturers are 
expected to use the exposition to 
dramatize new materials and new 
products and show their applica- 
tions to tomorrow’s world. 


Laundry Nets Featured 


Two new products, Nylon 
laundry nets and Nylon cover 
cloths for steam pressing ma- 
chines, are being promoted by 
G. S. Robins Company, St. Louis. 
Laundry and dry cleaning pub- 
lications and direct mail are be- ¥ 
ing used. Krupnick & Associates { 
is the agency. ; 


Consumer industries and pri- 


North Named V.P. 


Victor North, formerly publicity 
director of G. Fox & Co., Hart- 
ford, Conn., has been appointed 
vice-president of Stentor Com- 
pany, Hartford agency. Warner 
Murphy has joined the agency as 
vice-president and account execu- 
tive, but will continue to serve as 
vice-president and treasurer of 
Vox, Inc., Manchester, Conn. 


For 

Coverage of 
North Carolina’s. 
No. 1 Market— 


Winston-Salem 
Greensboro 
High Point 


WSJS 


WINSTON-SALEM 


5000 WATTS — 600 KC 


* 
Representatives 


HEADLEY - REED COMPANY 
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tising or strategic plans meeting. A NA- 


; * You cn buy alt ofgumdrops for 254, buethat iowa. SHOW FOR YOUR PRODUCT FOR $37,200 
> as Compare Redbook’s 25¢ price against the cost of A YEAR COMPLETE. A show reaching a cohesive 
" newspapers and most other magazines (5¢-10¢- and important audience of 1,500,000 families who 
= etc.). Redbook buyers pay 25¢ an issue —- BUY enjoy good reading. 
3 Ae Here is an audience reached by EYE that is con- 
¢ High editorial percentage creates cover-to-cover ditioned to VISUAL IMPRESSION by their very pref- 
interest. 


erence for Redbook’s printed entertainment. 


© Twelve insertions in Redbook give you continuity And bécause repetition builds reputation, con- 


in your advertising at a low cost —in fact, only 


$37,200 a year. sider Redbook’s twelve-time full page competitive 
e 25¢ selling price contributes nearly $4,000,000 advantage in achieving BRAND PREFERENCE. 

toward paying for the NATIONAL SHOW. With more advertising space becoming avail- 
@ Monthly issues guarantee longer life. able, NOW is the time to consider Redbook’s 
© Reader Research assures constant appeal. NATIONAL SHOW FOR $37,200 A YEAR COMPLETE. 


To Nearly 1/5 of America— 


Z —_ _ A Program of Proven Sales Power 


Redbook, Cosmopolitan, and 
American, THE 6 MILLION FAMILY 
MARKET, reach almost six million 
homes with less than 15% duplica- 
tion — approximately one out of 
every 5 in the United States. And 
a full page in every issue of all 
3 magazines costs only $160,000 
a year. 
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30 
Watkins Joins Hahn 


E. C. Watkins, formerly with 
the Carboloy Company, Inc., and 
the Zenith carburetor division of 
Bendix Aviation Corporation, has 
joined Marvin Hahn Advertising, 
Detroit. 


Paint Maker Appoints 


Phelan-Faust Paint Mfg. Com- 
pany, St. Louis, maker of oil 
paints, has appointed Oakleigh R. 
French & Associates to handle its 
advertising. Newspapers and out- 


door will be used sectionally. 


SCORE CARD. 
(For the Third Quarter) 


Here's the order in which the 


third quarter of 1945: 
INTERNATIONAL 
CONFECTIONER 
2nd Publication 
3rd Publication 
4th Publication 


While advertising volume of 


ment in advertising space. 


INTERNATIONAL 


lined up on display advertising accounts and volume for the 


showed little or no change during the third quarter, INTER- 
NATIONAL CONFECTIONER's volume moved up smartly to an 
all-time high, and should further outdistance other media in the 
field as a buyers’ market approaches, for at that time, adver- 
tisers will not only expect but demand a pay-off on their invest- 


80 WALL STREET, NEW YORK 5, N. Y. 


principal candy business papers 


.. 141 accounts — 16054 pages 
.. 104 accounts—121 pages 
.. 92 accounts — 120//, pages 
.. 87 accounts —85 4/9 pages 


contemporary business papers 


CONFECTIONER 


Winter Lull Seen 
in Housing Fight; 
Pressure Mounts 


Washington, Nov. 20.— Despite 
continued pressure for expansion 
of government controls of the 
housing industry during the re- 
conversion period, it is apparent 
this week that Reconversion 
Chief John Snyder prefers to ride 
out the winter before deciding 
whether price trends and the sup- 
ply situation warrant elaborate 
steps to put ceiling prices on new 
and existing homes. 

Mr. Snyder dashed all hope of 
immediate action, despite a steady 
deterioration in the outlook for 
building materials, when he told 
a meeting of the housing and con- 
struction industry and the U. S. 
Chamber of Commerce here earl- 
ier this month that the admin- 
istration for the present is unwill- 
ing to insist on legislation along 
this line. 


Despite the Snyder assurance, | 


Advertising Age, November 26, 194; 


however, the housing picture re- 
mained confused, as hearings by 
the Senate small business com- 
mittee, as well as special studies 
by the Department of Commerce 
and the WPB, brought out the 
possibility that manpower and 
price problems may result in 
brick, lumber and clay pipe short- 
ages well into 1946, to sufficient 
degree to disrupt plans for full- 
seale residential construction next 
spring. 

Underlining the significance of 
this materials situation was a re- 
port from the National Housing 
Administration observing that the 
residential housing “boom and 
bust” after World War I occurred 
largely because “residential build- 
ers were unable to compete with 
commercial and industrial con- 
struction in a scramble for scarce 
materials and labor.” 


Boom ‘Elements’ Here 


While pointing out that ‘anal- 
ogies ‘should not be pushed too 
far,” the NHA warned that “many 
of the elements that sparked the 
boom in 1919 are present today in 
greater force.” 

Real estate and construction in- 
dustry groups that urged removal 
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DISTANCE BETWEEN TWO POINTS 


= THE _MON-STOP FAITH? 


* 
FINISH 


IS A STRAIGHT LINE 


O the lovesick swain the longest way 

‘round may be the shortest way home. 
But to the advertiser who gets places 
ahead of competition, the longest way 
‘round is nothing but a pain in the neck 
...Which is one reason for the popularity 
of Faithorn non-stop, non-detour service 
—the shortest distance between the birth 
of a good idea and the completion of a 
perfect job... If lost time and motion in 
the production of advertising have no 
place in your scheme of things; if skilled 
handling of every detail, accelerated 
and reduced in cost by complete con- 
centration under one roof, appeals to 
you, you'll like Faithorn service... Just 
travel one job over this smooth, direct 
route and judge advantages by results. 

Faithorn service and prices must also 
be reasonable; or we wouldn't be hand- 
ling so many important accounts. 


Always the Finest at Faithorn 


FINEST ENGRAVING 
FINEST TYPOGRAPHY 
FINEST PRINTING 


You can use one or all —just as you wish, 
but all are here, ready to serve you... 
Speed, economy and satisfaction assured. 


TIME. . He whe gains Time, gains ever pina’ 


—or inversely, lost time is total loss. The road that detours here and detours 


PRINTING 


FAITHORN isthe only con. ernin 

Chicago that offers this COMPLETE 

SERVICE. ..a definite saving of TIME, 
TROUBLE and MONEY. 


of government priority coniro); 
over residential construction “t, 
encourage expansion of ho. sing 
activity,” reflected. some uncer. 
tainty over trends in the su ply 
situation, but stuck to the pogj. 
tion that no additional coniro}s 
would be necessary if governmen; 
and industry get together ang 
work out a program “to start 
full and free flow of building ma- 
terials.” 


Seeks Accurate Forecast 


Recognizing the discouraging 
news revealed by WPB and Com. 
merce, the National Association 
of Home Builders urged that the 
federal government and building 
product manufacturers get to- 
gether promptly to work out “an 
accurate and dependable forecast, 
based on existing inventories and 
backlog orders.” The home build- 
ers are also asking “a clear-cut 
policy regarding labor and a pro- 
gram designed to channel skilled 
labor into residential housing.” 

OPA and NHA representatives 
who had been asking Congress to 
put ceilings on new housing, 
perked up at President Truman’; 
declaration that “this government 
stands for prosperity and jobs— 
not depression and relief.” 


Lesinski Assails Profiteers 


In Congress, lack of controls 
received a severe pasting from 
Rep. John Lesinski of Michigan, 
who has been a lumber dealer for 
42 years. 

Asserting that the speech “will 
not be popular with many of my 
customers,” he charged that Re- 
conversion Chief John Snyder “is 
being used unwittingly as a tool 
of speculators and profiteers.” 

“Under the program which Mr. 
Snyder favors,” Rep. Lesinski 
said, “mass construction builders 
stand the best chance of getting 
scarce materials. The little man, 
both the customer and _ small 
builder, does not stand a chance.” 

The Snyder policy calls for in- 
ventory restriction to spread sup- 
plies, and OPA ceilings on ma- 
terials, as well as credit restric- 
tions, investment advice and vol- 
untary industry cooperation. 

While Mr. Snyder continues to 
defend removal of the priority 
controls on the ground that it was 
necessary to encourage construc- 
tion, the feeling developed that 
he would have to get concrete as- 
surances of protection against in- 
flation when he meets with con- 
struction industry representatives 
later this month. 


Names Norman Waters 


Royal Worcester Corset Com- 
pany has appointed Norman D. 
Waters & Associates, New York, 
to handle advertising of Roth Cre- 
ations, effective Jan. 1. A four- 
month newspaper campaign in 15 
cities is scheduled, with fashion 
magazines, business papers and 


dealer help also to be used. 


FLORIDA’S MOST POWERFUL 


there may finally bring you to your destination, but at what cost! 

Why be so lavish of time when it is the one thing about which you should be 
most solicitous? Why have your printing continually detoured—one place for 
engravings, another for typesetting, and still somewhere else for presswork? 

When you put selling vehicles on the straight, smooth, fast production | 
route—Faithorn 3-in-l—you avoid all detours and wayside stops. Your jobs | 
steam merrily along; arrive on time—clean, handsome, fit. 

Faithorn Ad-Setting, Engraving and Printing Departments operate DAY 
AND NIGHT. These added hours at your disposal should prove valuable to 
you — tremendously so on jobs which cannot be delayed even one hour 
without risking a heavy loss in dollars for your concern. Try us! 


FAITHORN CORPORATION 


AD-SETTING ¢ ENGRAVING ¢ PRINTING ¢ 400°N. RUSH ST., CHICAGO 11 * WHI. 2300 
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Wholesale Grocers 
Add Institutional 
Suppliers as Unit 


Chicago, Nov. 20.—National In- 
stiitutional Food Suppliers As- 
sociation, formed three years ago 
by wholesalers of food to hos- 
pitals, hotels, colleges and other 
institutions, has been dissolved, 
and members have affiliated with 
the National-American Wholesale 
Grocers’ Association. 

Sherman J. Sexton, president of 
the National Institutional group, 
whose members’ sales average 
more than $200,000,000 a year, 
will be chairman of a new com- 
mittee within National - American 
in charge of institutional opera- 
tions. Mr. Sexton is also presi- 
dent of John Sexton & Co. and 
of the Chicago Convention Bu- 
reau. 

With the addition of its new 
members, National-American ac- 
tivities will be separated accord- 
ing to the specific needs of four 
trade categories, and will not op- 
erate on a wide cross - industry 
basis as in the past. Besides the 
institutional committee, there will 
be a committee dealing with prob- 
lems of distributors catering to 
purely local retail outlets; a com- 
mittee for those selling to volun- 
tary chain store groups, and one 
for wholesalers to cash and carry } 
retailers. 


Open Bids for Sale 
of KANS. NBC Outlet 


Subject to FCC approval and 
complying with the new “open 
bid” pro: ~dure, negotiations are 
under wuy for sale at $400,000 of 
Station KANS, Wichita, Kan., to 
O. L. Taylor, owner of KTOK, 
Oklahoma City, and general man- 
ager of the Taylor-Howe-Snow- 
den stations, KTSA, San An- 
tonio; KRGV, Weslaco; KFYO, 
Lubbock, and KGNC, Amarillo. 

The contract was entered into 
by Mr. Taylor with Herbert Hol- 
lister, president of KANS, and 
Don Searle, vice-president of 
American Broadcasting Company. 
KANS is an NBC outlet operating 
on 1240 ke with 250-watt power. 


Milburn McCarty Joins 
Douglas Leigh as V. P. 


Lt. Milburn McCarty Jr., re- 
cently released from the Marines, 
has been named a vice-president 
of Douglas Leigh, Inc., New York, 
advertising firm specializing in 
electrical “‘spectaculars.” He will 
assist Mr. Leigh in the develop- 
ment of new business. 

Prior to his Marine service, Mr. 
McCarty was Treasury press chief 
of the national war bond cam- 
paigns, and before that, with Steve 
Hannagan Associates and The 
New Yorker. 


Rumple Returns to NBC 


as Manager of Research 
Barry T. Rumple, director of 
research for the National Asso- 
ciation of Broadcasters, and pre- 
Viously with the NBC research 
cepartment, has returned to that 
department as manager, report- 
ing to Hugh M. Beville Jr., director 
of research. 

Joining NBC in 1930 as a sta- 
tistical clerk, Mr. Rumple has 
worked out of the network’s Chi- 
Cago and New York offices. In 
January, 1942, when Mr. Beville| 
ft for the Army, he became re-| 
é manager, later joining the| 
NAB. 


LUCKY FELLOW, 


ccentton Waytalt 


AT THE 


Add RETAILING to your selling staff and you’re signing up 
a guaranteed 15,885 retail sales calls in two markets every time 
your ad runs. 


It’s the ONLY way you can reach BOTH department store and 
home furnishings (furniture) store markets on one schedule. 
And reach them as often as twice every week. Where else can 
you “double feature” your advertising messages? 


Any RETAILING representative will be glad to show yuu how 
you can make your advertising dollars do double duty in this 
dual market. 


Net paid ABC circulation: 15,885 in 4,304 home furnishings 
(furniture) stores, 2,063 department stores, 1,140 home furn- 
ishings chain and specialty stores, resident buying offices. 


“The ONLY home furnishings )NEWSpaper 


A FAIRCHILD PUBLICATION 


Other Fairchild Publications: Women’s Wear Daily © Daily News Record © Men’s Wear ® Fairchild Trade 
Directories © Fairchild International. 
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‘Shoppers’ Issue 
Rate-Data Guide; 


to Study Readers 


110 Papers Report 
Six Million Coverage; 
List More Advertisers 


New York, Nov. 20.—In an- 
ticipation of the 25th anniversary 
of shopping newspapers next 
year, Controlled-Circulation News- 
papers of America, Inc., Cleve- 
land, has just issued the first 
“Controlled - Circulation News - 
paper Rate and Data Guide.” To 
be published monthly, the guide 
lists 110 newspapers with com- 
bined circulation of 6,203,696. 

The CCNA also may launch 
soon a continuing study, by tele- 
phone interviews, on shopping 
newspapers’ deliveries, reader- 
ship, and purchases as a result of 
readership. 

The group emphasizes that 
theirs is “the only medium cre- 
ated for the purpose of selling 
merchandise,” and directed en- 
tirely by advertising and mer- 
chandising men. 


Increase National Advertising 


Whatever the significance may 
be, they point out that the first 
large circulation publications re- 
spectively carrying no editorial 
material and no advertising—the 
Cleveland Shopping News and 
the Reader’s Digest—both will 
reach the quarter-century mark 
next year. 

James A. Coveney Company, 


which as representative has 48 
shopping newspapers on a basic 
ist, and 75 all told, reports a 
consistent increase in national ad- 
vertisers’ use of this medium in 
the past six years. In the first 
nine months of 1945, 298 national 
advertisers used one or more 
papers on the Coveney list for a 
total of 320 products. 

All except eight of the 110 
papers on the CCNA list carry 
national advertising. These eight, 
however, are among the largest in 
the entire group: The Buffalo 
Shopping News, with a circula- 
tion of 148,656; Cincinnati Shop- 
ping News, 145,425; Detroit Shop- 
ping News, 343,868; Oakland 
Shopping News, 138,000; San 
Francisco Shopping News, 215,000; 
Seattle Shopping News, 142,900; 
St Petersburg Shopping News, 
28,000, and Washington Shopping 
News, 190,941. 


Others Carry National Ads 

On the other hand, major shop- 
pers which do carry national ad- 
vertising include the Chicago 
Shopping News, 651,565; Cleveland 
Shopping News, 267,919; Detroit 
Shopping Guide, 255,145; Los An- 
geles Shopping News, 465,000; and | 
papers in Baltimore, Buffalo, 
Houston, Milwaukee, Minneapolis, 
Portland, Ore., Rochester and Se- 
attle, each of which has more than 
100,000 circulation. 

Of the 110 papers on the CCNA 
list, 23 are in Chicago, 15 in Los 
Angeles, 11 in Boston and five 
in Cleveland. About 50 of the 110 
do not accept alcoholic beverage 
copy. 

Among cities of more than 500,- 
000 population, only Boston, New 
York, Philadelphia and Pittsburgh 
do not have a city-wide shopping 
newspaper. 

The Rate & Data Guide features 


The Feature Parade section of 


the Worcester Sunday Telegram, 
with a circulation in excess of 
90,000, 
LOCAL parade of stories and 
items strong in appeal among 
Central New Englanders and 
Worcesterites, who await its 
arrival each Sunday. 


is overwhelmingly a 


Feature Parade dips into im- 


‘ portant and unusual personalities 
on the local scene. There are 
items of interest for the whole family which make it an | 


institution in itself and regarded with pride as “Worcester's | 
Own”. Feature Parade has made good in a big way, and it | 


makes mighty good reading 


In this cover-to-cover read publication your advertising 
message is Feature Paraded. 


too. 


| the TELEGRAM -GAZETTE 


Si Gee WORCESTER, MASSACHUSETTS 
$ 3 _ GEORGE F BooTHw Pub&ishe»- 
L nnd ASSOCIATES, NATIONAL REPRESENTATIV 


OWNERS of RADIO STATION WTAG al 


“special services which controlled- 
circulation newspapers offer na- 
tional advertisers.” Some papers 
offer color, copy testing facilities, 
and swatched sampling. Also em- 
phasized is a “key to copy and 
contract regulations,” including 
types of objectionable products 
and copy. First distribution of 
the book is 3,000 copies. 

The guide, developed by the 
CCNA publication committee, 
headed by Sam B. Anson of the 
Cleveland Shopping News, was 
shown at the association’s first 
annual meeting in Chicago re- 
cently. Herbert G. Pillen, of 
Bulkley, Butler & Pillen, attor- 
neys, Washington, is president of 
the association, and Y. R. Klein, 
Cleveland, is secretary-treasurer. 


New Classes Attracted 


Until now the dominant national 
advertising classifications in the 
controlled circulation newspapers 
have been groceries, cosmetics 
and drugs, and wearing apparel. 
New classifications in the medium 
which are growing in importance 
include automotive, motion pic- 
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tures, textiles, household appli- 
ances and radios, gasoline and 
fuel oil, books, travel and trans- 
portation, beer and alcoholic bev- 
erages, paints and hardware. 
Ford Motor Company recently 
started in shopping newspapers 
for the first time with a series of 
1,000-line insertions in Los An- 
geles. Warner Bros. Pictures is 
another newcomer. All of the dis- 
tilling industry’s Big Four—Schen- 
ley, Seagram, National and Hiram 
Walker—are now in this medium, 
as are 16 other liquor brands and 
30 breweries. A dozen railroads, 
including the Santa Fe and Balti- 
more & Ohio, several bus trans- 
portation companies, and _ the 
Standard Oil Companies of New 
Jersey and California are now 
regular shopper advertisers. 


Promote New Products 


These newspapers, Mr. Coveney 
said, are being used increasingly 
for the introduction of new prod- 
ucts. Van Brode cereals have 
made a New England debut in 
this medium and are now adver- 
tising in other markets. Fisher 
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Cereal Mills on the Pacific Coas 
and Post’s raisin bran of Gen-ra) 
Foods are expanding schedule:, 


Toiletries Increase Space 


Perhaps the fastest prog: 
has been made in the nation ily 
advertised toiletries, inclu ing 
new products and offers of E) za. 
beth Arden, Primrose House, Cam- 
pana, Loxol shampoo tint, and q 
new Duart hair rinse. Plough 
Chemical Company’s new cleanser, 
Mufti; Blu-White, a new bluving 
of Manhattan Soap Company: 
Solventol, an all-purpose house. 
hold cleanser, and Dusorb, a s0- 
lution for impregnating dust 
cloths to absorb dust rather than 
merely transfer it to other fur- 
niture, and Rain Drops, a new 
washing compound, water softener; 
and soap saver, are some other 
newcomers. 

A half dozen companies have 
started to use shopping news- 
papers, through the Coveney Com- 
pany, in the past 18 months, to 
introduce new home hair treat- 
ments, including hairwaving and 
shampoos. 


many people 
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L. A. Club to Exhibit 


rhe first annual exhibition of 
est Coast advertising and edi- 
MA al art will be held by the Art 


PF pirectors Club of Los Angeles 


from Feb. 18 to March 1, 1946, in- 
Invitations to exhibit 
have been sent to West Coast 
arists and organizations con- 
cerued with art. Frederick Kopp, 
Ruthrauff & Ryan, Los Angeles, 
is nandling publicity. 


Wilkins to KFWB 

rerne W. Wilkins, former radio 
director of Sterling Advertising 
Agency, New York, has joined 
KF WB, Hollywood, as commercial 
mé nager. 


Vortman Joins ‘Parade’ 

Parade, New York, has added 
Clyde D. Vortman, formerly with 
MeCann-Erickson and _ Brooke, 
Smith, French & Dorrance, to its 
Detroit sales staff. 


Returns to Prewar Size 
Effective with its Jan. 5, 1946, 
issue, American Lumberman, Chi- 


cago, will return to its prewar 
trim size of 834” by 115%”. 


Pillsbury Seeks 
to Reverse Ruling 


in Trademark Suit 

Chicago, Nov. 20.—— Pillsbury 
Mills, Inc., has appealed to the 
federal circuit court of appeals 
here from a district court order 
granting a judgment to Soy Food 
Mills, Inc., under which Pillsbury 
was found guilty of unfair com- 
petition in the use of trademarks 
and slogans held substantially like 
those of Soy Food Mills (AA, 
Nov. 5). 


Involves ‘Golden Mix’ 


The district court had ordered 
Pillsbury to discontinue use of 
the trademark, “Golden Bake 
Mix” and the slogan, “The New 
Soy Taste Sensation,” and to de- 
stroy cartons and advertising ma- 
terial bearing the slogan and 
trademark. Soy Mills uses the 
trademarks, “Golden Mix” and 
“Golden Wheatsoy Mix,” and the 
slogan, “The Soy Bean Taste Sen- 


sation.’ The products involved 
are griddle mixes. 

Pillsbury seeks in its appeal to 
restrain Soy Mills from use of 
“Golden Wheatsoy Mix” as a 
trademark, as well as from using 
certain blue-and-yellow package 
and label designs. 


Andrews Appointed 


W. W. Andrews, for the past 
several years associated with 
Conover-Mast Corporation, has 
been appointed Michigan regional 
director of advertising for Auto- 
mobile Topics, Detroit. He will 
continue to represent Conover- 
Mast’s Plant Purchasing Directory 
until his present contracts expire. 


Payne Names Brisacher 


Advertising of Payne Mfg. Com- 
pany, New York and Newark, 
toilet goods, has been placed with 
Brisacher, Van Norden & Staff, 
New York. 


WMOB Names Branham 


Station WMOB, Mobile, has ap- 
pointed Branham Company, New 
York, as national representative. 


Peabody Radio Entries 


in 7 Groups Due Jan. 7 


The Henry W. Grady school of 
journalism, University of Georgia, 
Athens, Ga., has notified radio 
stations that deadline for the 1945 
George Foster Peabody _ radio 
award entries is Jan. 7, 1946. 

The awards recognize ‘“meri- 
torious public service rendered 
each year by the broadcasting in- 
dustry to perpetuate the 
memory of Mr. Peabody, life 
trustee of the university.” They 
are administered by the school of 
journalism, assisted by the Na- 
tional Association of Broadcasters. 


Hallock New Sales Head 


Kenneth G. Hallock, previously 
with Thorens Company, New Hyde 
Park, N. Y., has been appointed 
sales manager of Hampshire Paper 
Company, Holyoke, Mass., sta- 
tionery manufacturer. 


Appoints Phil Gordon 

Phil Gordon Agency, Chicago, 
has been appointed to handle the 
advertising of Hollywood Turban 
Products Company, Chicago. 


tion, 


Prosp 
lising 


get d 


ects, friends, customers. . . that’s 


what you buy in adver- 
...not merely paper and ink and plates. How many you 
ppends obviously upon your product, salesmen, distribu- 


nd the quality of the advertising sent out to represent you. 


Of course that’s trite, but in four years of war it has slipped a 


lot of minds. With advertising plans going full speed ahead, 


remember the important part the many grades of Champion 


paper take in the effective presentation of sales stories. Choose 


Champion for all your jobs, 


THE Champion Vict AND FIBRE COMPANY...H 


District Sales Offices 


NEW YORK - CHICAGO - 


bonds, envelope papers, tablet writing and papeteries . . . 


MILLS AT HAMILTON, OHIO... 
PHILADELPHIA - 


CANTON BM. Gris. 


CLEVELAND + BOSTON | ST. 


LOUIS - 


get more people out of every case. 


AMILTON, OHIO 


Manufacturers of advertisers’ and publishers’ coated and uncoated papers, bristols, 
2,000,000 pounds a day 


HOUSTON, 


TEXAS 


CINCINNATI «- ATLANTA 


The Drummer 


was a piker ! 


Remember the ‘“‘drummer’’? 


He was the Gay Nineties 
version of How To Influence 
People. 


But when it comes to influ- 
encing the purchase of goods, 
the “drummer” was a piker 
in comparison to the modern 
nurse, That’s because his aim 
was self-interest. The nurse’s 
only interest is the welfare 
of her patient. 


That explains why the 
nurse’s advice is never dis- 
regarded. When she suggests 
a product, you can be sure 
that’s the product the buyer 
will demand. 


And when you realize there 
are thousands of nurses — 
each one seeing a number of 
patients daily — you under- 
stand why their recommen- 
dations can be a vital factor 
in an advertising campaign! 


To acquaint nurses with their 
brand and so profit by sub- 
sequent recommendations, 
many advertisers take space 
in R.N. Each month, over 
100,000 nurses read R.N. 
from cover to cover—giving 
R.N. the largest circulation 
in the nursing field. 


RUTHE® FORD, NEW JERSEY 
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Station KMPC Shifts 


Harry Patterson, formerly pro- 
duction manager of KMPC, Los 
Angeles, has been transferred to 
the station’s sales staff, as account 
executive. 


Winkler Joins Winter 


Edward Winkler has been ap- 
pointed art director of N. A. Win- 
ter, Advertising Agency, Des 
Moines. 


Fletcher Promoted 

Harry Fletcher, formerly office 
supervisor in charge of sales, has 
been promoted to assistant na- 
tional sales manager of Whitehall 
Pharmacal Company, New York. 


Joins St. Louis Paper 

A. H. Shotwell Jr., formerly 
with Reincke-Ellis-Younggreen & 
Finn and WAAF, Chicago, has 
joined the Chicago sales office of 


the St. Louis Post-Dispatch. 
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FILM... ISA 


_ SURER, MORE ECONOMICAL METHOD 


Leading industrialists have used informative movies 


for many years. . 


. for pictures make a permanent im- 


pression not quickly forgotten. This speed and certainty 
of film as a retentive factor in the dissemination of 
facts, is your assurance of a greater audience. 


Here is the most economical medium of telling your 


story with the best results. 


The time to tell it, is NOW! 


We are proficient in the making of special films. Let 


«Fs ~— 


4 


aS 


FILMCRAFT 


us know your problem—vwe will quote you 


Pes prices, with no obligation on your part. 
rhs) 
Nes \ 


207 W. JACKSON BLVD, - CHICAGO 6, ILL. 
Division of SOUNDIES DISTRIBUTING CORP. OF AMERICA, INC. 
Eastern Office: 2832 Decatur Ave., Bronx, N. Y.—FOrdham 7-9300 


MERCHANDISING DISPLAYS 


with Beauty, Function. 


and Force 


ar J 
—a 


Ay 


Key your merchandise to “Up Front” sales with 
Display Guild's metal merchandisers. Original 
designs and high skill produces cabinets, stands 
and dispensers in a wide variety of materials and 
push purchases. Let us design your exhibits now. 


Designers and Fabricators of Metal, Plastic and Wood Displays for Counter, Window and Floor + Business Exhibits 


iil 


Six Await New Laws, 
10 Rely on Efforts 
of Private Groups 


By DORIS H. LAWTON 


New York, Nov. 20.—Conscious 
of the postwar competition for in- 
dustries and tourist travel, 32 of 
the 48 states have appropriated 
$5,177,054 for advertising during 
the 1945-46 fiscal year, and in 
some cases on a biennial basis, 
ADVERTISING AGE has learned in 
querying the 48 governors. 

The 32-state figure may increase 
after Jan. 1, as six states await 
legislative action on promotion 
budgets. 

Promotion for Florida will 
amount to $1,000,000, or one-fifth 
of the total. The appropriation, 


Advertising Age, November 26, 


32 States Set $5,177,054 
for Industry, Travel Ads 


awarded to the State Advertising 
Commission by the 1945 legislature 
(AA, Nov. 12), has not yet been 
divided as to media, according 
to Roy C. Beckman, state adver- 
tising director. 


Ads, Booklets Emphasized 


“It is anticipated that from 60 
to 65° of our budget will be used 
for paid space and mailing book- 
lets,’ Mr. Beckman said, adding 
that “other breakdowns may con- 
tain an allocation for an informa- 
tion and news service, travel, ex- 
hibits, motion pictures and ra- 
dio.” 

The campaign, placed by Allied 
Advertising Agencies of Florida, 
will “call attention to opportuni- 
ties . . in industry, agriculture, 
trade and commerce and recrea- 


| tion.” 
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Second largest state campaign 
probably will be that of Ka sas, 
now raising $1,000,000 thr. igh 


popular subscription by in'y 
trialists and business men to jyro- 
mote the state through the Kan. 
sas Industrial Development Co p- 
mission. Plans will not be decideg 
until the full amount availab)e j, 
known. 


Michigan Woos Tourists 


Michigan and Pennsylvania. 
spectively, have the next larges} 
appropriations. The Michigan 
Tourist Council will spend $250, 
000 for the coming two fiscal year; 
on tourist ads, and the state’s Ag- 
ricultural Marketing Council ang 
Department of Agriculture have a 
$75,000 budget. 

With a $312,000 budget, Penn- 
sylvania will devote $173,000 dur- 
ing 1945-46 to tourist and recrea- 
tional ads, using newspapers of 
bordering states, motor club pub- 
lications, outdoor magazines, Na- 
tional Geographic, maps and fold- 
ers. Industry copy receiving $139.- 
000 will be used in Business Week. 


re- 


|B. F. Jones helped make Pittsburgh a synonym 


Benjamin Franklin Jones 


1824 - 1903 
IRON MASTER 


: 


| Pennsylvania blast furnaces, and organizer at 34 
of the Jones & Laughlin Steel Company 


one of the five largest steel concerns in America 


for steel. 

One of the first of America’s 
steel men to see the need for inte- 
grated steel companies, he bought 


iron mines near Lake Superior and 


| coal mines in central Pennsylvania. 


Soon, he controlled every step in 


steel production from raw ma- 


| terials to finished products. 


UME, 


Iron master at 22; builder of the first western 


“now 


politan area. 


Thanks to Jones, Heinz, Carnegie, Andrew and 


are needed as much by a peacetime as by a wu 


oil, paint, glass and food processing compat 
continue to work full blast. Pittsburgh's emp! 


R. B. Mellon, Westinghouse and others, Pitts- 


burgh has eight basic industries whose products 


time world. Its steel, aluminum, electrical, col, 


Oo 
7, 


ment and payrolls are at record peacetime lev«'s 

When you sell to Pittsburghers who make ') 
the sixth largest market in the country, remem) ¢t 
The Press is the No. 1 newspaper in Pittsburgh « \ 
is read by 69%, of all families living in the me 


The Pittsburgh Press 


Represented by the National Advertising 
i News- 
papers, 230 Park Avenue, New York City. 
Offices in Chicago, Detroit, Memphis, 


epartment, Scripps-Howard 


Philadelphia and San Francisco. 


In Pittsburgh 

In Daily Circulation 

In Classified Advert: "% 
In Retail Advertising 

In General Advertisin * 
In Total Advertising 
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45 ‘dvertising Age, November 26, 1945 


gn The Saturday Evening Post, U. S. 
News, newspapers and folders. 


gh wive of the six New England 
S- Bf ..tes will spend a total of $375,- 
rf 900 on industry and travel promo- 
" B ticn—Vermont, $120,000; Massa- 
™ FB chusetts, $110,000; New Hamp- 
ire, $75,000; Maine, $70,000, and 


st 

Connecticut, $50,000. Rhode Is- 
land’s legislature meets in Janu- 
ary when the current $5,000 resort 
drive in newspapers probably will 

"e- be increased. 

est Aecording to Vermont’s Devel- 

an opment Commission, $65,000 is 


Virginia reports no 
advertising, with the Conservation 
Commission using $95,000 annually 
for space in national magazines, 
motor club publications, and east- 
ern newspapers, promoting, among 
others, Virginia Beach, the Shen- 
andoah Valley, Blue Ridge moun- 
tains and Richmond. Agency is 
Houck & Co., Richmond. 

On the other hand, West Vir- 
ginia has an appropriation of $90,- 
000 for two years through June 
and tourist ads, particularly the 
latter. Metropolitan newspapers in 
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the state’s “normal touring zone” and business papers. The Indus- 
are used, plus display promotion. 
Travel clinics are also planned in 
key points to be attended by all 
those connected with the tourist 


industry. 


industrial tween industrial, agricultural and 
tourist promotion. trial Development division of the 

Mississippi’s Agricultural and|state’s Planning Commission also 
Industrial Board has a biennial | puts out a newsletter to heip ate 
appropriation ending in 1946 Of/tract new industries to the vari- 
$44,915, with an anticipated in- 
crease for the new biennial. Dixie 
Advertisers, Jackson, is the agency. 

For the fiscal year June 30, 1945, 
to July 1, ’46, Tennessee has a 
$100,000 appropriation, divided 
one-third for industrial advertis- 
ing and two-thirds for tourist, 
media including magazines, mid- 
western and eastern newspapers,’ 


3-Way Budget 


North Carolina’s appropriation 
of $85,400 a year goes chiefly into 
newspapers and magazines, with 
the Department of Conservation 
and Development placing the ads 
through Eastman-Scott & Co., At- 
lanta, Ga. Funds are divided be- 


SIGNS OF LONG LIFE” 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN co. 
mo. F Cc oe 
rtkraft Manufacturing Corporati 
00 Kibby St., Lima, Ohio, U.S.A. 
The World's Largest Manufacturers of 
All Types of Signs 


@nEG US PAT OFF 


Y 


0,- available for the biennial year 
ars ending June 30, 1946. For the sec- 


8 - ond year, the appropriation is 
nd $55,000 plus any unexpended bal- 
> a ance. Promotion is largely for va- 


cation business, with the slogan 
in- “Unspoiled Vermont” highlighting 


ir- copy in magazines and newspapers 
“a~ in metropolitan centers north of 
of Boston and east of Cleveland. 


la- Plans $90,000 Drive 


Id- Massachusetts’ Development and 
o,- Industrial Commission plans a 
ek, HM 590,000 advertising expenditure 


aig for the fiscal year ending June 
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Toledo Tomorrow Is Closed After Thousands See Model 
Project Given The Future Of Toledo Is Up To Them . : Act To in For Batter Ch 
Recognition In : ie. all y y 


US. And World Is Theme Of Leaders Here 


The consensus of Toledo’s business, professional and industrial leaders is “action to- 
Inspection of Plan 


day for Toledo Tomorrow.” 
Highlights of their opinions as to the effect and the value of the exhibit are full recog- 
Made by National And 
International Leaders 


nition of publicity resulting from Toledo Tomorrow, the pressing need for a positive plan, 
Continued from First Page 


jthe importance of educating Toledo's youth in city planning, and the urgency of tangible 
results of planning to encoyrage further programming. Their statements follow: 
Royce G. Martin, president of the OT PAG aa ra 7 
Electric Auto-Lite Co.: “Toledo To-| hold in cog 
morrow has fulfilled one major part | whg 

jof its objective—that of foc 


rly[not miss the boat and be only @ 
1y|shuttle run in the country's expand- 
x-|ing air pattern.” 


Here is the planning picture in 
Toledo today 


30, 1946, using newspapers and 
magazines. Of this, $45,000 is for 
industrial, $25,000, recreational, 
through John C. Dowd, Inc., Bos- 
ton. Badger & Browning, Boston, 


A total of 14 official and unof- 
ficial groups continue to talk an im- 
provement program and a master 
plan for Toledo. The City-County 
Plan Commission continues to work 
on a master plan scheduled for re- 
lease months ago. The Metropoli 
tan Planning Committee of the 
Chamber of Commerce, a citizen 
group, continues work on a mas- 
ter plan which they hope to com- 


the attention of the y 
| Toledo, but t 
jonly b 


Waldo Bowman, Rupp & Bow. 
(man: “Toledo Tomorrow has given 
|Toledo a goal—a long range one, 
jperhaps, but we certainly won't 
achieve anything unless we have 
plan. In setting up an ideal, we 

pave taken a step forward 
Judge John Q Carty, former 
ayor: “Everyone realizes that it 
e uld be a long time before such a 
nm as outlined in Toledo Tomor- 


places $10,000 in agricultural copy. 
The New England Council also 
uses $20,000 for vacation ads 
through Batten, Barton, Durstine 
& Osborn, Boston. 

New Hampshire’s industrial ad- 
yvertising appropriation is $25,000 
for each of the two years begin- 
ning July 1, 1945. Media include 
business papers, with copy on the 
state’s living and labor conditions. 
Vacation copy, for which $50,000 
per year will be spent for the same 
two-year period, includes use of 
newspapers and magazines. Main 
community campaign is that of 
Hampton Beach. The state cam- 
paign is handled by Charles W. 
Hoyt Company, New York. 

Maine, through Brooke, Smith, 
French & Dorrance, New York, 
will place about $64,000 for recre- 
ational ads in national magazines 
and metropolitan newspapers; 
about $6,000 for industrial, in 
Business Week, Fortune and U. S. 
News, 


Features Industrial Ads 


The total $50,000 advertising 
drive for Connecticut’s fiscal year 
beginning July 1, 1945, is divided 
between $10,000 for booklets and 
direct mail, and $40,000 for all 
space. Space breaks down to $5,000 
on vacations and recreation in New 
York newspapers, and the re- 
mainder for industrial ads in gen- 
eral and business magazines. 

‘ Of the Mid-Atlantic states, New 
York’s legislature will meet in 
and January to decide the 1946-47 ap- 

propriation. For the fiscal year 
.° ending March 31, 1946, the state, 
“ts through Kenyon & Eckhardt, |. 
spends about $125,000 for indus- 
trial ads in business papers, while 
$25,000 goes to vacation copy in 
the state’s newspapers. 


‘ New York May Promote 
r With New York City’s change 
‘ah in 


mayors, as of Nov. 6, the new 
incumbent, William O’Dwyer, told 
a recent press conference he hopes 
start a department of public 
, re ations, “to keep the nation and 
7 world up to date on the busi- 

and cultural attractions to | 


found inside the 320 square 
es of the city.” 
he New Jersey Council has 


a ropriated $100,000 from July 1, 
‘5, through June 30, 1946, $30,- 

going to industrial ads in 
spapers, magazines and direct 
l, and $30,000 to recreation 
y in newspapers, Magazines and 
lio. Agencies are United Ad- 
tising Agency, Newark, and 


ing omfield-Podmore, Trenton. The 
ng ort seaside town of Atlantic 
‘y, through Abner J. Gelula & 
ociates, that city, spends $30,- 
af / annually for tourist promotion. 


plete by the end of the year to sub-| 
mit to the Plan Commission. 
Under auspices of the Central! 
Business District Committee of the 
chamber and by virtue of $20,000 
contributed by busine’s men and 
property owners, New York en- 
gineers recently began a study of 


could be accomplished, and that 
emendous expenditure would 
volved—put, at the same time, 
odel makes the public realize 
enefits of a master plan and 
with proper planning con- 
results in a beautiful city 
obtained from public ex- 


- ‘ res. The exhibit has defi. 
2 ills yng downtown —e * ceved 16 dtehin the sae 
‘oledo. he consultants, Parsons veo age oaths mag 
Brinckerhoff, Hogan & McDonald to oritg tavaheahie’ Gar e. 
will have a final report by the first ro eeenennaihe 


of the year. 
Report Due Oct. 15 


An interim report from the con- 
sultants is to be made Oct. 15, on 
downtown routing of the federal 
interregional highway, which has 
for months been the subject of a 
major debate between planning 
groups. Their report and the final 
engineering report of the State 
Highway Department are to be sub- 
mitted to City Council for final) 
recommendations. 

The point of difference has been 
fin whether the expressway—which 
is scheduled to be a depressed, di- 
vided lane freeway through con- 
gested areas of the city—should be 
located along 12th St. or along the 
river. 

The delay has effectively handi- 
capped Toledo in competing with 
other cities of Ohio to get urgent 


on I. Feuer: “Toledo 
has been of tremendous 
ledo as an educational 
e Blade is to be com. 
sponsoring the exhibit 
sincere effort to pro- 
for a better Toledo 
that resulis will be 
mmediately.” 


pin Long, pastor of 
esbyterian Church: 


‘\)\) the youth of our 
rved that they are 
impractical. They 

* on the whole 
d Toledo Tomor- 


in it and ob- 
jot go far with 


er the young 
y we must con- 
and women 
n the several 


i 

sections of the routes on the state jesm eannet a 
priority list a ; a- our young aa 
Airport Move Unsettled {oc 7 nov this exhibit y 

The airport question is yet un- pn d minds ~ pew 
settled. In the last few years five d to them- i 
to eight sites have been considered ig that we 
for new ainport expansion. There ° a 
are three proposals from airlines ai a ident of 
and one from an oil company for cc ° 1 Club 
improvement of the present field a 4101» n actu 
now before City Counc! ca met be 

A special session of City Council Au ent to 
is called for today to carry the 


airport discussion further and dis- 
euss possibility of federal aid 

With a Nov. 29 deadline for ap 
plying for available federal! airport 
funds, Toledo is without a decision 
as to her future in the air. A par 
tial survey of aviation needs was 
made by the city engineering com 
missioner, who functions part-time 
Qs aviation director, and the city 
manager estimates that $10,000 and 
30 days will be needed for advice 
from expert airport engineers, 
No Funds Available 

In a called session on public 
works recently, councilmen were 
told of an anticipated deficit of ap 
proximately $800,000 in the city's 
operating funds for the current 
year, and that $5,000,000 worth of 
Plans were ready on long-pending 
projects, with no funds available. 

A volunteer citizen group in ses 
sion Tuesday agreed that no offi 
cial blessing would be bestowed by 
Council upon the Nov. 6 bond pro- 
posals, which features a charter 
amendment to increase operating 
funds. Casting about for leader- 
ship for a last-minute campaign 
the ball was passed in a quick triple- 
play back to the Citizens’ Commit 
tee of Forty, recalled to consider 
possibilities of delayed educational 
activity for the voters. 

The committee, which made a 
detailed study of the city’s fiscal 
problem, is to be called together 
today or tomorrow, 

Master Plan Needed 

The postwar adjustments of iIn- 
dustry are reflected in almost daily 
news stories from other points in 
Ohio, detailing new plants or ex- 
pansion | 


° 

done, its 

ts presentation 
Tt should he 


agnificent 


‘ c 

ca agg eg. Byres BP riven very careful thought before 4 
Toledo, looking to new postwar purreal-lany master plan for Toledo is e 7 
business, also is under way. Plans cued Po adopted , 
for what has been termed the very odes’ n . ; 
“key” to future river and port de ed wisely over the next 15 Dr. Philip C. Nash, president of : 

y \ é > 20 years The assurance that'the University of Toledo "Toledo 
velopment—the removal of coal and “— ' 
ore docks from the downtown sec m-|such necessary public improve-/ Tomorrow has been en excellent ? * 
tion to the lake front—is in proce 5 rest that has! ments will be made will stimulate undertaking in making Toledo na- 
aS Planners int out that their Toledo Tomorrow.| private capital and private business tionally known. It if mportant, 7a 
p 1 ayes way for revolu edo now must look at her prob-| interest to expend many times the and [ hope very much that it can sf , 
removal pavi A. pe weet ems and devise ways and ™M@@N%) cost of the public improvements to be done » use the model as a 
aotrainee, wus pon hh a master Fitatasar ak Gis wobetd her Mow] re he Part Of Toleds Te yn (a 

viti u vith: ’ 


4 n that w 
|program that will uphold her new) morrow em men te aoe of om ety 
lreputation as « modern, planned > 
city.” Ethel Shaw, president of the 


Business & Professional Women's 


plan the opportunity will be lost. 
4 States Given Story 


Milo J. Warner, past national com- 


a ; 4 


A world weary with war and —_ . a, ee a 7 _ — ae + | George N. Schoonmaker, city Cub: “Toledo Tomorrow has given ,. song Ale Rae geese Fa oe ow 
eonscious of outmoded or —, THEY SAW TOLEDO TOMORROW—THE JURY IN THE CASE FOR PLANNING THE CITY’S FUTURE jmanager LP pees presentation us a new vision as to what Toled wan re > Gur veeachind Ghat 
torn cities to be rebuilt heard and) . ° ° ‘a a ‘eo 5 . and widespread national publicity) ions pecom, . t s ~ 
read about Toledo Tomorrow, Al-| More than a third of the city’s populat d , industrialists, business men and women, the clergy, public | oon the unique plan of redevelog — L ae - es oe leomen, tn Whose hands rightfully 

— ‘ ° " * ‘ * Tomorrow } ’ i A repo: such of the determina- 

ready newspapers in 44 states and/ officials, family and organization groups, old and young—studied results of planning forethought. ment in Toledo Tomorrow leaves 8/110. sre that we will be spurred) ent Tomine tutus = 7 
more than 15 foreign countries | ———— ihe Aemesneiat entireties. satan, stan. Aiocacee anastomosis acnsmntann ee |felinite impression in the minds Of] 14 greater efforts in building a)" ” i 
have given generous space to th nianning, authored by Robert Bord-jevery far-away spot of the globe y ° (aro a Me better city James V. Davideon, president of te 
project ner, said: “On an empty pocket-|giving shelter to American warriors ew i] e 0 to out ir in eter Sait deal anibihiend First Federal Savings & Loan As- ha 

Column after column of N€WS-\hook, Toledo dreams the biggest|—letters game to The Blade or to egy s. Pp ‘in na “ veriod Arthur R. Clie, chairman Gty-|sociation: “Toledo To w hes ‘3 
Paper space— publicity of @ sort NOt Greams wf all. Toledo is not sure|families and friends, “I saw a pic- a a oe oo County Plan Commission oledo at! 


available for money—detailed the|whether it wants all or any part|ture today of Toledo Tomorrow 


Is Proposed by Rickenbacker ii. sis 0 se sccompianes_ gin) ® manne Beonite 


plan and paid tribute to @ cit¥!of Toledo Tomorrow. Toledo is| The story of the future city went wan or w 
courageous ’ P ai sure only that it does not want to over the ether through three na Capt. Edward V (Eddie) R ckenbacker, president of Eastern Alr- it r 
gaat uae ae ~sipd py pay for it.” — | gre neve ag cernangg 10-| tines, submitted a petition last night to the Civil Aeronautics Board th 
ed more tha i t 1 cal radio programs. Grove Patter - . . rol »ropo new air routes to link Toledo with 
its readers about Toledo Tomor- Trade Papers Show Interest eon, editor of The Blade, told the — mr = in Indianapolis proposing ne 
1 peges of pictur Tr nd techni . Lens ne sout a 
row. Full pages of pictures and ade and : hnical publications, | national radio audience: “We dare The airlines president asked approval of a Louisville-Detroit route contir 
story came from the New York|news and picture magazines recog-|to aim pigh so that Toledo can keep via Cincinnati, Middletown, Daytor - f rrow has shown the way 
Journal - American, the Cincinnati|nized the u rsal int t 1 t y oie a See 7 ' . 
a a toons My ery pol |ning and universal interest in plan-|faith with her sons and daugh-| pique Lima, Findlay and Toled Di : ¢ (on Lawrence Thompson, returned 
ttn "Pest -Ganette, Omahe|morrow's presentation ia pages ef| The line, he said, will give Toledo|DISe@QSe W ipes Ou erviceman and member of Toledo 
benthond tus : ative. National Figures Attend first or improved one-carrier ser pire st Co. boa re: “It 
ortland Oregonian, |p s and narrative wen Thousands o oles : sang the Bese 
The list includes Air Transporta-| The roster of visitors included)‘ “or Th > {tt ap ot tien Sa de . 
tior mer » ‘ wiean atic if uffic tf WARSAW O 6 (Delayed t é ‘ more " M® ach 
Called Fine Example ion, American Aviation, American |national figures and sulficient for ect Sieiiats ahead ve ceom.| John D. Biggers, president, Lit ee nde Tomorrow is\Pianming for the future develop 
In numer tances editorial|\ 7: 4” . - ea bey-Ow Ford Glass ( F & , ment ¥ e he goal estab 
comment ¢ mpanying th Avi - “ ; plea = , y e e Pe e a. or 
testified to the mutual problems cf |; : “vist B D cteseslstates pondesad peetleme of th Lioyd FE. Roulet, ma 
be ties, The Los Angeles\weey The ( constructor, El Indi-|cities in light of suggestions mac and hie aes T w—e vision and & a-/ <9 = te 
Times said a fine example Ser Paden’ Enginecring News|by the Toledo pian e deserve the She aon bos the e ar-e gnition 
t tice! Mg ee & we + - he Tole On their owr on ¢ Toled b terest Of OUF present short ngs 
Los Angeles, take notice The |p Editor & Publisher, Ir A Bolivian architect, community s a eg aR ager ’ T 9 show " * 
Newark Star-Ledger said, * A t planners from Mexico, a student - it pe " ~s > ro4 emar ® reansauer . . 
typical of problems facing indus Treen Chime, ani Cethere fram Can-t 2 ae bs Le y have made available enust have the courage inging N : - Cop ' 
tr ties. In the hour ada, England and Turkey studied *| 00 s were re ed betwee A e@ pong creme fa k forward into > f re . 
Mamaia” Gas ak tie aa . ecm b ei - e 4 - . alone er of the t gnte ee the possib es of such "Pl Oo D b 1 
P osals for a modern Ameri af Ys ‘. b 
ieee aale th Sather teee8 ith TA BER, 5. 4 ~_ ¢ nation’s leading engine The expenses incurrea FIQNS Opera Debut r 
problems courageously : - 7 _ tg o 4 . anners and designers. Toled > y back ends in a ‘ i: 
7 ‘ ® ‘ he story of - remar ¢ NEW 1 ¢ Oct. 11 Ulan ‘ ¢ 
The St. Lowts Post-Dispatch sa - — he ee n a. oe were ¢, a remarka bea s city progressive, a b 
“dels tered a Gam, tor RO Tomorr@ and brought * Airplane Crashes naan ; earth Ag wn zing > 
has g bee ne he unlove ACKSONVILLE. Fila. Oct 11 t Ev 4 sain e a and a ke © 2 
ties.” The San F UP)—A National Air Lines and from Toled sare reported Fifteen ain @ a ] 
Chror Whether th harce Soldiers Are Proud : a oy op cn deachdintiadn Datel oo the possit s e of ¥ 
- n r P r ° uffe 
cae ean St me pretty proud to see ever Too Old to Learn from Germany and Novi concentra-|ultimate fulfilime sth cot - ol 
np nside true and to know the folks are ¥ ROCHESTER. N Y. O A - = phillit In ad ain t e , aoman ‘ 
ef Bel Geddes, he did not lack for looking ahead,” was the theme of Ada King & ecided sh n. 50.000 ‘ { gonorrhea are ¢ ® x Y co 
herd-headed eagues in Andrews, the letters sth ke to know something about! reported month fering @ tangible goa! for arousing Some be house a tees e af Turidde 
deSeversky, Waite, Fulmer Tand| From Switzerland, Peru, Ger River, Fla, naval air sta-|philosephy. She enrolled at the! Doctors estimated they need|Tolede crete agg acer nga sone a a pay agg teed tin geben “yet rg 4 
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‘ 
> \ ‘ 


om r elt 8 ‘ ‘ | ae : ‘ Ps tat 7 % “ @ 4 ix Si alg ee " = E * af = she Apney : 
hee nS 4 s 3 ches, : Whe. ara tis, ae * 4 RE ee uation a4 " ea 
ate) 
ae & 79 
= fae si 
ee 
ai 7 5 
Be. 
= ee _ 
ee . 
, oe 
| oe Bone 
ae 
———— mee 
Pew 
| ee : a oe - é a ee “4 "7 fe i a : 2 * : : 
me ae. a 
! 
| 
~ 1». & : “ 
| ze a cw 44 4 
i Fe. wae \ ( 
SPE oe a \ a 5a) . F 
| 
' : 
| | fe 
i : J Pow er y > * athe yer 
ar . ad ce oe ¥ ; 
e re ae , & nt ant se ce . - 
, oe Ls _ oS ae in city P nd pres = ees 
t ee he 4 g -a -» a fot : 
a\ — creat ne \¥ | 
\ ft jo by * LN 
. \ i. ay 4% ole 7” 
% . at ape’® Sales 
a ee a’ a great yates » 
MN / oe °8 assocl? be. + 
“ ‘a me Bio ; 
go ee ~ & of A a by 3” nis 
Le a ee : one pepresen® ee 
oo i wae aly ft hula? 
i Ss 7 Ne be; cea i eal 
e ey e ( % 7 4 Veer i 4 ‘ . ae" a 
7 rae : — i é 


36 


ous communities. C. P. Clark, Inc., 
Nashville, handles the state drive. 
Knoxville promotes its section 


separately, and Chattanoogans, 
Inc., of Chattanooga, spends about 
$22,000 for newspaper and maga- 
zine copy in the East and Mid- 
west. 


Others May Join Parade 


States awaiting legislative ac- 
tion on advertising appropriations, 
in addition to Rhode Island, are 
Alabama, which expects a 1946 
budget of $10,000, similar to 1945’s, 
in magazines for industrial pro- 
motion; Maryland, which reports 
that Gov. Herbert R. O’Conor has 
requested the Commission on Post- 
war Reconstruction and Develop- 
ment to study the creation of an 
agency to promote industry and 
tourist advertising, such a survey 
being now under way; and Ken- 


Maybe its the wide open spaces. Or the many nationali- 
ties who settled the West. Whatever the reason, West- 
erners go for cosmopolitan foods like Mexican beans with 
tortillas, Armenian-style eggplant, Peking duck, curried 
scrambled eggs, and Arabian stew. 


Looking for what’s new on Western-style food, 85% 
of all Sunset families* read Sunset food articles regularly. 
So do 13% of the men subscribers! 


Here’s something else. Every Sunset-reading family* 
buys 25% more food for home consumption than the 


average U.S. family! 


*Food Survey Sunset Coast Families, Aug., 1944 
Sunset knows Pacific Coast markets 


tucky, which hopes for a 1946 
appropriation of $300,000. 

South Carolina reports no fig- 
ures for 1945 or ’46, stating only 
that industrial and resort cam- 
paigns will appear in newspapers, 
business papers and magazines, 
through Liller, Neal & Battle, At- 
lanta. 


Louisiana Plans Drive 


Louisiana will present to its 
legislature plans for an advertis- 
ing program “to employ all regu- 
lar media, but cannot state now 
when this program will be acti- 
vated, or the amount that will be 
asked.” The state is spending about 
$110,000 for all-purpose ads into 
1946. Greater New Orleans, Inc., 
has a three-year ad budget of 
$100,000, and the Louisiana Sweet 
Potato Agency plans a national 
campaign with about $150,000 to 
promote the product. 

Ohio has been authorized to 
spend $40,000 during 1945-46 in 
newspapers and magazines, maps, 
etc. Wilmington, O., has been 
voted the most progressive small 
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community in the United States 
in regard to postwar planning by 
several leading business maga- 
zines. 

The Iowa Development Com- 
mission will. spend in the next 
year about $20,000 in industrial 
promotion using Business Week, 
Fortune, U. S. News, and busi- 
ness newspapers such as the 
Wall Street Journal and Chicago 
Journal of Commerce. No tourist 
ads are planned. Agency is Ambro 
Advertising Agency, Cedar Rapids. 


Utilities Support Promotion 


Indiana’s Department of Com- 
merce and, Public Relations, cre- 
ated in 1945, has a two-year ap- 
propriation of $20,000 a year. The 
first year, a group of 13 state 
electric and gas utilities have do- 
nated $31,000 for an industrial 
drive starting this month in Busi- 
ness Week, Forbes, Nation’s Busi- 
ness, Newsweek and U. S. News. 
For community planning, the 
state Economic Council has a re- 
volving fund of $250,000 for loans 
to local communities for planning 
surveys. Charles J. Pettinger Com- 


pany, Indianapolis, is the age cy. 

No funds are available for in. 
dustrial promotion of Minnes ta. 
but the Tourist Bureau is spenc ing 
$142,239 for the July 1, 1945. ty 
June 30, 1947, period. Outc or 
Magazines and newspapers in ‘he 
spring and early summer are v:eq 
through the Bronson West age: cy, 
St. Paul. 

Arthur Towell, Inc., Madi:on, 
Wis., will place a $60,000 annua] 
appropriation for Wisconsin’ dur. 
ing the next two years for recre. 
ational advertising in newspapers, 
sports shows and railroad centers. 


Missouri Seeks Funds 


Although Missouri has no di- 
rect advertising appropriation, a 
bill is in the Senate providing 
$50,000 for advertising on both 
tourist and industry in business 
papers and metropolitan dailies, 
If passed, the bill will give the 
state its first appropriated money 
for direct advertising. Both Kan- 
sas City and St. Louis are seek- 
ing ad budgets for 1946. 

Arkansas reports an = annual 
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$300,000,000.00 CONSTRUCTION PROGRAM 
NOW UNDER WAY IN HOUSTON! 


Nor since the twenties has Houston experienced 
such a tremendous building boom as the postwar 


Houston, whose growth has been steady and solid 
for more than a century, has always experienced 


= TH t4 tht St ot LP 
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construction program which is now under way — more rapid growth during the decades following Tr 
THE MAGAZINE OF WESTERN LIVING probably unmatched by another city of like size. wars —— the Mexican War. Civil War, Spanish- Com 
, American War and World War I. The next decade seal 
San Francisco More than $300,000,000 in public works and pri- should see even more rapid growth of a section sv 
vate construction have already been announced in a favored by both location and natural resource- ii 


building program which may require more than 
three years to complete, depending upon availability 
of labor and materials. Approximately 35 per cent 
—or $105,000,000 — of the $300,000.000 will go 


into pay envelopes of Houston workers. 


And the industrial expansion already planned and 
the development of these tremendous natural re- 
sources combine to assure the continued rapi! 
growth and prosperity of the great Houston mark+| 
— by far the biggest and richest in the South. 


* Many advertisers have found that The Houston Chronicle alone can do the job for 
them in this rich and responsive market, because The Chronicle has by far the largest 


total circulation as well as over 20% more city circulation than any other Houston 
newspaper. Although hardest hit by the newsprint shortage, The Chronicle’s total 
advertising lineage for the first eight months of 1945 was 11,660,886, compared with 

8,329,253 for The Houston Post and 4,855,002 for The Houston Press. (Media 


Records’ figures.) 


Tour of 
the Town 


a 
5@ BRK. : YD 
EN] va new 7 | Z| 


No sit-at-homes, those 5,638,800 people who 
ride the subways during an average month. 
Pleasure, business, shopping—they get around 
’ —and largely on the subways. No wonder sub- 
way cards and posters sell them. 


~~ ch 


The Houston Market is sold 
when your story is told 
«ein The Chronicle 


THE HOUSTON 


Formula for Selling New Yorkers 


Mass Coverage X Color Impact X High 
Frequency ... the unique combination in 
Subway Advertising. 


\ New York Subways Advertising Co., Inc. / 
630 Fifth Avenue, New York 20, N. Y. 


410 N. Michigan Avenue, Chicago 11, Ill. 


CHRONICLE — 


THE BRANHAM COMPANY 
National Representatives 


R. W. McCARTHY 
National Advertising Manager 


Fist In CIRCULATION and ADVERTISING for the 32nd CONSECUTIVE YEAR’ 
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7.500 for both categories, indus- 
rial appearing in newspapers and 
agazines, tourist in metropolitan 
pers and magazines. Hot Springs 
‘ational Park plans a budget for 
-ar-around vacationists, and re- 
sort communities in the Ozarks are 
making promotional plans. 


Court Rules Out Fund 


Jebraska says its supreme court 
d--lared invalid a $100,000 appro- 
priation allocated to a newly-es- 
tablished State Industrial Com- 
mission for an advertising pro- 
gram, among other functions. Such 
promotional work must necessarily 
be handled on a departmental ba- 
sis. About $10,000 will be spent, 
therefore, Gov. Dwight Griswold’s 
office reports, the principal project 
being a brochure entitled “Ne- 
braska—the state of your future.” 

No state funds are available for 
Idaho’s industries or tourist at- 
tractions save that of the Idaho 
Potato and Onion Advertising 
Commission, which has a program 
of $180,000 for July 1, 1945, to 
June 30, 1947. A movement is un- 
der way, however, to organize, on 
a private or semi-public basis, an 
over-all advertising program 
through the State Chamber of 
Commerce. 

South Dakota’s last legislature 
made a biennial appropriation of 
$50,000 to study and report on the 
state’s resources, after which pro- 
motion plans will be made. Non- 
legislative allotments are made by 
various departments for tourist ad- 
vertising, the probable amount to 
be about $85,000 for newspapers, 
magazines, radio and outdoor pos- 
ters. 


Colorado Spends $75,000 


Colorado’s industrial campaign 
started Nov. 1, will run through 
January, and will appear in six 
magazines for industrial promo- 
tion. Tourist copy starts in March 
in magazines, newspapers, radio 
and posters. The over-all budget 
is $75,000, but has not been brok- 
en down as yet. Various Denver 
agencies place the campaign. 

New Mexico will start advertis- 
ing in the spring of 1946 in maga- 
zines and newspapers to encour- 
age tourist travel, with Ward 
Hicks, Advertising, Albuquerque, 
in charge of the $130,000 appro- 
priation. 

The Utah legislature is consid- 
ering a $125,000 fund for annual 
promotion of both tourist and in- 
dustrial advantages, with media to 
include magazines and metropoli- 
tan newspapers. Booklets continue 
to be issued by the state’s Depart- 
ment of Publicity and Industrial 
Development, covering both new 
industries and travel attractions. 


Will Boost Tourist Ads 


The Oregon State Highway 
Commission is spending about 
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SUFFICIENT HONEY for 
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$80,000 during 1945-46 for travel 
promotion, national magazines and 
newspapers being the chief media. 
Enlarged operations in tourist ad- 
vertising are under way for 1946, 
with Botsford, Constantine & 
Gardner, Portland, in charge. 
Washington State Apple Com- 
mission reports a 1946 advertising 
appropriation of $300,000. The 
Department of Conservation and 
Development will use $175,00 for 
tourist promotion, and the Wash- 
ington State Dairy Commission 
$150,000. Western Agency, Inc., 


Seattle, is in charge. 

Neither California nor Arizona 
has state ad budgets, but cham- 
bers of commerce and _ similar 
groups in San Diego, San Jose, 
San Francisco and Oakland have 
separate community drives. Both 
the All-Year Club of Southern 
California, Los Angeles, and Cali- 
fornians, Inc., San Francisco, have 
long been active in promoting their 
areas. 

Arizona puts out a monthly 
magazine, entitled “Arizona High- 
ways,” for which an annual $100,- 


| tion); 


000 is spent, with both Phoenix 
and Tucson attracting tourists 
with special campaigns. 


No Campaigns Planned 


States reporting no advertising 
plans include Delaware, Illinois, 
Montana, Nevada (although the 


er : 


Department of Highways will issue 
a bi-monthly magazine in 1946 for 
tourist travel); Wyoming; North 
Dakota (some promotion through 
the Greater North Dakota Associa- 
Oklahoma, Texas and 


Georgia. 
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Sills Moves Office 


Theodore R. Sills & Co., pub- 
lic relations, has moved to 502 
Park Ave., New York. 


DEALER NEWS 


Weekly Automotive Trade Newspaper 
Covers the 11 Western States 
- +. ist in California (rated 2nd in Retail 
Sales, Ist in Auto Registry) 

+ lst in Los Angeles County (rated 8rd in 
Retail Market Area, Ist in Automotive 
Market) 

+ + + lst to Service Stations, Car Dealers, Auto 
Repair Services in 11 Western States 
Main Office—ii2 W. 9th St., Los Angeles 15 
San Francisco (5), 690 Market St. (4) 


SY West 44th Biever 
Now Yar 8, NM. Y¥. 


‘The Magazine of Dramatized Self-Improvement ' <3 


100 Merth UeScile Sr. 
Chitege 7, iiline!ls 


women's magazines... 


a 
¥; 


403 West Bth Street we 


Las Angeles 14, Cait 
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By virtue of having the highes? concen~ 
pratloh--83.9 Yo of its cirevla@tion-—in the 

active 18 t6 35 year-old buying group, ' 
SECRETS Pelivers 580 of these consumers fee 
_ for every Advertising Dollar spent. Dol- : 
- Stor for ‘dollar, this. figure ‘represents 

> gbvest twice the average number of — 
' “gonsumers in this vital age group that 

“are teached through other leading 


-.* For five-eighths of one tent, the ad- : 
 vertiser is assured that his message will ae 
"reach one of SECRETS 900,000 buyers—- 
- @ young matried woman whose buying . 
- habits ond brand preferences are being 
established now... who has the money 
to buy the things she wonts and needs, 
today and tomorrow. * ; 4 
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. there is a 


He's waiting for your 
Christmas message to be carried in 140,000 
copies of the San Diego Union and Tribune- 
Sun every day; over 100,000 Sunday. You need 
no more than this one “buy” to get results in 


Sam Diego. Contact our representatives at onte, © 


9,112 new babies in San Diego 


County this year, to Octoher 1st! 
‘Over 44,000 enrolled in city 
schools alone. 193,000 estimated 
military personnel in the County. 
SOME Christmas Market! 


athe 


TRIBUNE - SUN 
Union-Tribune Publishing Co. 
— San Diego!2, California — 


REPRESENTED. NATIONALLY 
BY WEST-HOLLIDAY CO., Inc. 


New York . Chicago e Denver e Seattle 
Portland e San Francisco e Los Angeles 
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Named Sales Director 


Harry L. Whitney, for two and 
a half years in Washington as As- 
sistant Lend-Lease Administrator 
and as a director of policies in 
the Foreign Economic Admin- 
istration, has been appointed sales 
director of Nicholson File Com- 
pany, Providence, R. I. John Col- 
lier continues as sales manager. 


Durstine Names Two 


Richard L. Eastland, formerly 
in charge of radio with J. Walter 
Thompson Company, Chicago, has 
joined Roy S. Durstine, Inc., New 
York, in a similar position. He 
will work with M. J. Condon, 
transferred from the agency’s 
Cincinnati office. 


Robin Opens Agency 

Kay Robin, formerly account 
executive of Kelso Norman 
agency, has opened her own 
agency as Kay Robin, Advertising, 
209 Kearny St., San Francisco. 
Associated with Miss Robin are 
two free lance artists, Miss Mar- 
garet Kiddie and Miss Jeanne 
Gross. 
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Drug Chain‘s ‘46 
Ad Program Based 
on Spot Radio 


Grand Rapids, Mich., Nov. 20.— 
To support the contention of 
Boyce K. Muir, president of Muir 
Cut Rate Drugs, that “no one 
method of advertising or promo- 
tion alone can produce maximum 
results,” the drug chain has set 


up an_ extensive cooperative 
“package” advertising program 
for 1946. 


“It has been our experience 
that one form of advertising sup- 
ports another,” Mr. Muir said. 
“All advertising must be tied in 
with displays within the stores 
and with the active backing of 
the sales clerks.” 

Muir’s will launch a cooperative 
radio spot campaign covering its 
territories—Michigan, Ohio, In- 
diana and Wisconsin—and supply 
its outlets with supporting news- 
paper ads, window and counter 
displays, sales bulletins and other 


promotional material. The spot, 
now being used by Muir already 
indicate sales increases runiing 
up to 86% in Muir stores al. ne, 
discounting increased distribu: ion 
and sales of co-op items among 
the more than 3,000 drug stores 
in the area blanketed by Myir 
radio advertising. 

The spots now used, and which 
will continue as part of the Muir 
campaign, are heard day and eve. 
ning, Monday through Saturday, 
and feature live talent. The radio 
theme, “The Campbells are Com- 
ing,” ties in with the Muir news- 
paper logotype and displays, “At 
the Sign of the Thrifty Scot.” 

Wallace-Lindeman, Inc., is the 
agency. 


Three Name Evans 


Evans Associates, Inc., Chicago, 
has been named to handle the ad- 
vertising of Cullman Wheel Com- 
pany, manufacturer of gear as- 
semblies and sprockets, Samuel 
Bingham’s Sons, manufacturer of 
printing rollers, Kellogg Switch- 
board & Supply Company, equip- 
ment manufacturer, Chicago. 
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In the era following the first 
World War, Michigan led the 
country in industrial production. 
History is repeating itself. 


Durable goods and millions 
after millions of automobiles 


serving ‘‘from the inside,” a popu- 
lation of 1,794,812 (A.B.C.). With 
a circulation of more than 360,000, 
Booth Papers go into 7 out of 10 
homes in their A.B.C. trading 
territories... 97.8% by carrier. 


Today your advertising can 
reap a full harvest in Booth Mich- 
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igan Newspapers with a minimum 
of space restrictions. 


* 


during the first ten postwar 
years will roll from Michigan 
assembly lines. Cars, parts and 
many other consumer commodities 
originate in the eight Booth 
Michigan cities. From diversified 
industries, plus bountiful agricul- 
tural resources, Booth Michigan 
markets enjoy one of the highest 
per capita incomes in the world. 


For detailed information on Booth 
Michigan Markets, ask: 


Dan A. Carroll, 110 East 42nd Street, 
New York City 17 


John E. Latz, 4:35 N. Michigan Ave.. 
Chicago Il 


Robert Page Lineu! 
Travel kditor 


The strongest buying influence 
in Michigan’s ‘‘other half’’* is 
Booth Michigan Newspapers, 


March. 1945 


* 2,602,955 of Michigan’s 5,256,106 
population live outside of Detroit’s 
Trading Area. 
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“a bible for outdoorsmen” 


Few outdoor magazines hold the interest of their readers 
as does FUR-FISH-GAME. It is a bible for outdoorsmen 
because of its professional appeal in trapping and hunting 
as well as for its exciting stories. If you want keyed 
inquiries, results and sales at low cost, be sure to include 
FUR-FISH-GAME on your schedule. 


The A. R. Harding Publishing Co. 
175 E. Long St., Columbus 15, Ohio 
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GRAND RAPIDS PRESS - FLINT JOURNAL - KALAMAZOO GAZETTE - SAGINAW NEWS 4 
JACKSON CITIZEN PATRIOT - MUSKEGON CHRONICLE - BAY CITY TIMES - ANN ARBOR NEWS 
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— McHugh Joins Clark Rand Joins Spadea Sill Joins American Net [Previously » sauructor, has joined 
ing Phil McHugh, since 1943 with Robert Rand, assistant treas- Jerry Sill, former manager of|the magazine’s eastern advertising 
ne the production departments of|urer with Marine Midland Trust| station relations for MBS, and | staff. 
on KFI and KECA, Los Angeles, has| Company, New York, for the past| previously chief copywriter for 
m joined the Darwin H. Clark Com-|11 years, has joined Spadea, Inc.,| CBS, has joined American Broad- 
= pany, Los Angeles, as account| New York, as business manager.| casting Company, New York, as| g ey Ty 
ates executive. He will direct the chief copywriter in the business 2 Maee ee 
uur agency’s radio production and development department. 
sales. . : 
Lich ae Malin Joins Heyden 
uir . N. P. Malin, formerly export +. ‘Fs ’ ; 
— aps ny seoagiing ord meheeer of Marshall Dil, Bani +O Join mgd one ; eae 
lay Silvia Shields has resigned as| Francisco, has been named man-| Carl Gisler, formerly research THE LETTER S 1 
i advertising and display director | ager of the far eastern sales de-|director of Dell Modern Maga-| | 41 s. Dearborn 8t., SHOP, Inc. 
rn of A. S. Beck Shoe Corporation, | partment of Heyden Chemical] zines, has joined Liberty in a sim- 
a: New York. Corporation, New York. ilar position. Emerson Carroll, 
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COMING—This is one of the four-color 

half pages in the new magazine cam- 

paign scheduled by Cory Glass Coffee 
Maker Co., Chicago, 
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in Postwar Era 


Chicago, Nov. 20.—The “selling” 
of the advertising industry by ex- % ¢ 
plaining its effectiveness and the 
sale of preducts not to, but through 
distributors, were urged by ad- 

L vertising and media men here at 
a recent Cory Glass Coffee Brewer 
Company three-day sales conven- 
tion, 

Emphasis in the discussions was 
given to the postwar need for re- 
search to support copy facts and 
pre-determine public taste and 
mood. The speakers asserted that 
a highly competitive era is ex- 
pected after the reconversion 
‘honeymoon,” and said it would 
be not only from within an indus- 
try, but also from without. 

The company’s plans for adver- 
tising in 1946, outlined at the 
meeting, include full-color pages 
and half-pages beginning in Jan- 
uary issues of The American 
Weekly, Better Homes & Gardens, 
Ladies’ Home Journal, McCall’s 
and The Saturday Evening Post. 
In addition, 31 trade publications 
will be used. Weiss & Geller is 
the agency. 
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SAN FRANCISCO 


This great city, because of its 
unique geographical situation, its extra- 
ordinary harbor and immense shipping 
facilities, is the distribution center of the 
Pacific Coast. Its advantageous position 
as the principal American gateway to the 
vast Pacific Basin made San Francisco 
the center of the Pacific war activity. 
That position is now reflected in world 
prestige and recognition as the important 
Pacific Coast center of both domestic and 
foreign commerce. 


Clairol Names Durstine 
Clairol, Inc., Stamford, Conn., 

hair dyes, has appointed Roy S. 

Durstine, Inc., New York. 


The rapid development of this city is evi- rr 
denced in the growth and prestige of The na 
Call-Bulletin which has the largest cir- 


mua 


culation in the City and County of San fee 
Francisco that has ever been attained by 
any daily newspaper. * 
d SAN FRANCISCO CALL-BULLETIN 
ee 
~ i ngaay A REPRESENTED NATIONALLY BY 
S ’ Liha ’ 4 PAUL BLOCK and ASSOCIATES 
@ Set entirely with FOTOTYPE, this ; E 
&& ad is just a sample of what can be : : 7. 
7 done with this amazing new type ‘ ‘ ‘ 
L setting device-and it cuts costs, too, we Od oe se a 283 * 
x. a! eliminating display type and hand & Te Ce ae ” ye: a 
be 7 lettering charges. Quick, simple, eco- 
Zz nomical .. . any office girl can be your 
5 J compositor . 
am Write TODAY for catalog explaining ‘ ¥ ti 
C) . the FOTOTYPE system and showing 
S ; the 60 modern types now available 
a THE FOTOTYPE COMPANY 
625 W. Washington, Chicago 6 
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40 
Names Michel-Cather 


Allied Control Company, New 
York, manufacturer of electric re- 
lays, has appointed Michel-Cather, 
Inc., New York, to handle its 
trade publication advertising and 
publicity. 


KGER Names McGillvra 


KGER, Long Beach, Cal., has 
appointed Joseph Hershey Mc- 
Gillvra, Inc., as national repre- 
sentative. 


—_ 
_ PA Bie of Paris in New York” 


Ne ea 


- Eu. 1906 
SPRENCH RESTAURANT 
REAL FRENCH CUISINE 
LUNCHEON From $1.50 
DINNER From $2.00 
Famous French Candies | 
15 EAST 52d ST. 


Two-Year Study 
of Direct Mail 
Reception Told 


Philadelphia, Nov. 20.—Reasons 
why executives of industrial com- 
panies do and do not read direct 
mail pieces, catalogs and technical 
books were explained in detail 
here at the recent annual conven- 
tion of the National Association 
of Photo-Lithographers by W. D. 
Moliter, director of sales, Edward 
Stern & Co. 

Mr. Moliter, who joined the 
Philadelphia printing house in 
1943 to direct its research activi- 
ties, explained that a _ survey 
initiated by Stern two years ago, 
although not yet completed, has 
resulted in numerous findings as 
to the effect of illustrations, lay- 
out, copy and physical size of 
mailing pieces on recipients. 


The survey indicates, he said, 
that direct mail is a strong medium 
and one in which “the job of 
getting the story across is strictly 
up to the advertiser.’”’ He showed, 
for example, that half of about 
2,000 persons questioned read all 
the direct mail they receive, and 
that lack of interest in subject 
matter is the reason for failure 
to read in only 45.1% of cases in 
which mailings are not read. Only 
7% refuse to read the mailings 
because the material is obviously 
advertising and only 2% reject it 
because it arrives at third-class 
postage. 


Subject Matter First 


The survey shows, he pointed 
out, that direct mailings are read 
primarily because the _ subject 
matter is of interest, in 41% of 
the cases of those responding; 
because layout is attractive, to 
21.7%; illustration is attractive, to 
17.5%; color attracts, in 13.5% of 
the cases, and other things pri- 
marily attract 6.3% of the re- 
spondents. 


| ss Reader’s Digest 


= - 


Abroad ay 


_— 


Aba 
= rf 7 \ | 


‘ewe ~ “Se, 


ker’ for the Sherk 


Before Fuad Sarruf, editor of Al Mukhtar, the Arabic 
edition, left Egypt recently for America, he received 
a request from an old Sheik in Assiut. “Dear Friend,” 
he said (in Arabic), “please be sure to bring me back 
a ‘Barker’ pen—and don’t forget the special ink.” 
(In the Arabic language the “‘P”’ sound is only now 
coming into usage and is more often voiced as “B’’.) 
Need we add that our friend, the Sheik, had been 
reading Parker Pen ads in Al Mukhtar? 


Advertising Age, November 26, 945 


The figures show, he said, that 
“you can get more than half of 
the people to whom you send your 
material to read what you send 
them, even if they are not inter- 
ested in the subject of the piece.” 
A break down of the replies shows 
three-fourths of those questioned 
prefer one large to two or more 
small illustrations, and that nearly 
a half prefer one large, rather 
than several small illustrations, 
even if it means the subject mat- 
ter suffers. 

Questions about the executives’ 
reception of large and small mail- 
ing pieces revealed “that, instead 
of making friends and influencing 
people, oversize mailings are mak- 
ing enemies and alienating people 
—63% of them,” although about 
a fourth replied that they con- 
sciously. give greater or more 
orompt attention to jumbo mail- 
ings. 


Want Data ‘Straight’ 


Questions about typography, 
Mr. Moliter said, reveal that “we 
dsually defeat our prime purpose 
when we put our most important 
2opy im reverse or on a tint back- 
ground” and that purchasing 
agents, particularly, prefer to have 
information presented “straight.” 
Addition of a “second decorative 
color” was reported by four-fifths 
of 1,935 respondents to be an aid 
in reading copy. 

Two out of three admitted they 
were favorably impressed by 
heavy or quality paper, and Mr. 
Moliter explained that among the 
20% who said they were indif- 
ferent to the quality of paper 
may be many who subconsciously 
are impressed by it. Similarly, 
about half are favorably impressed 
by attractive envelopes. 

Purchasing agents, asked about 
their preference for catalogs, gave 
a 95% reply in favor of uniform- 
ity in catalog sizes, with 80% 
voting for 8%xl11” catalogs; 


12.8% voting for 6x9” and ° 20, 
voting for 9x12” catalogs. Sli )),, 
different preferences were { Un; 
recently in a survey of 3,000 «ta. 
tionery supply dealers by Mo Jer, 
Stationer, which found 94.8° jp 
favor of 8%x11” catalogs, © 4, 
for the 9x12” size and 1.8% vw int- 
ing 5x7” catalogs (AA, Sept. 24). 


Prefer Single Catalog 


Two out of three purchasing 
agents want a single, thick cata. 
log rather than smaller books de- 
voted to separate lines. About hal; 
want catalogs with stiff covers, a 
third prefer heavy pliable cover; 
and the rest want thin covers. 

Finally, Mr. Moliter explained 
three out of five purchasing exec. 
utives reveal that they read ang 
file technical books for future 
reference; 22.8% file them for 
reference without necessarily 
reading them first; 13.9% read 
them and then discard them, and 
3.8% “usually throw them away 
without reading.” 

He indicated that the study wil} 
be continued in an effort to give 
to his company and other printers, 
all heavily engaged in direct mai] 
and catalog work, concrete in- 
formation on which to base their 
plans. 


Hazelrigg Joins Ayer 


Hal Hazelrigg, formerly public 
relations director of American 
Home Products Corporation, New 
York, has joined the New York 
public relations staff of N. W. 
Ayer & Son, Inc. 


Newsprint Stocks Dip 


Daily newspapers reporting to 
the American Newspaper Publish- 
ers Association, New York, said 
that stocks of newsprint paper on 
hand at the end of October, 1945, 
were enough for 40 days. This 
compares with a 44 days’ supply 
at the end of September, 1945, and 
Fi anne. at the end of October, 


Is Your Question Here? Of all 


the questions Digest editors and business execu- 
tives are confronted with when people learn there 
are foreign language editions of The Reader’s 
Digest, these four are foremost: 1—How many for- 
eign languages do you publish in? Five—Spanish 
(for Spanish-speaking Latin America), Portuguese 
(for Brazil), Swedish, Arabic and Finnish. 2— Where 
are these editions printed? Spanish — partly in Chicago, 
partly in Cuba, partly in Buenos Aires (the objec; 
tive is to print the entire edition in Latin America 
as soon as conditions permit) ; Portuguese—Chicago 
(similar intent); Swedish—Stockholm; Arabic— 
Cairo; Finnish—Helsinki. 3—Do the foreign lan- 
guage editions contain the same articles as The 
American Reader's Digest? Yes—with adaptations 
by the editor of each edition to facilitate under- 
standing by readers unfamiliar with American 
ways and phraseology. 4—Why do these editions 
carry advertising? Standards of living in the coun- 
tries concerned are such that magazines cannot be 
sold at the prices which prevail in this country. 
So the local Reader’s Digest is sold for the equiva- 
lent of 10¢ or 15¢ and advertising is carried to 
offset the loss in circulation revenue . . . Did we 
answer your question? If not, send it along. 


Department of Internation- 
al Opinion. From Lord Halifax, Ambassa- 
dor to the United States from 
Great Britain—“every month 
the International Editions of 
The Reader’s Digest are helping 
to cement that ‘willingness to 
get together, among nations 
which was born of war but which 
will, I pray, grow constantly 
more strong with peace.” 


Brazil has a New Kind of 
Bank. in May, 1942, 
The Reader’s Digest pub- 
lished an article, ‘“Three 
Million Amateur Bankers,” 
about the cooperative “credit 
unions”’ formed by individu- 
als in America. This article, 
in Selecdes, the Portuguese 
edition, in July, 1942, aroused 
so much interest in Brazil 
that a cooperative bank was 
founded in Sao Paulo along 
the lines suggested in the 
article. To be sure that their 
new Bank exactly followed 
the principles laid down in the magazine, its officers 
incorporated the entire Selegdes article in the 
Bank’s official charter. 


e 
Letter of the Month—from Mc. 
Jack Nelson, in charge of Honeywell-Brown activi- 
ties in Sweden: “It is very gratifying to see the 
reaction to advertising we have carried on in Det 
Basta (the Swedish edition). It has been a very 
successful campaign and the ads covering the 
ElectroniK have stirred up a lot of excitement.” 
. ° es 
idvertising is accepted in the Arabic, Finnish, Portuguese, 
Spanish and Swedish editions. The Reader’s Digest Interna- 
tional Editions, Inc., Pleasantville, N. Y., Chappaqua 400. 


Gis 
St. Paul Covers Half 


the 9th Largest Market! 


@ Nearly 800,000 population (1940 Census) 
with more than $1,000,000,000 effective annual 
buying income makes St, Paul-Minneapolis the 
9th largest market in the United States. 


The St, Paul half is covered only by the St. Paul 
Dispatch-Pioneer Press with 148,886 combined 
city zone circulation. No other daily newspaper 
has even as much as 10°, coverage of St. Paul 
families, 
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ST. PAUL DISPATCH -PIONEER PRESS © 


SAINT PAUL, MINNESOTA 


RIDDER-JOHNS, INC.—Notiona/l Representatives 


NEW YORK CHICAGO ST. PAUL 
342 Madison Ave. Wrigley Bidg. Dispatch Bidg. 
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DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO 
DETROIT OFFICE: 7-218 General Motors Building 


A recent independent survey* has revealed, among many other marketing facts for the 
advertiser, that the number of Chicago Daily News families planning to buy WASHING 
MACHINES is greater than — 


ALL the families in Dallas, Texas—or 
ALL the families in Houston, Texas—or 
ALL the families in Indianapolis, Indiana—or 
ALL the families in Newark, New Jersey 


Moreover, and of significant point to advertisers, 87,009 of these Daily News families 
who will shop for a washing machine have incomes from $3,000 upward. 


It is obvious that advertisers who are planning to sell do best for themselves when they 
give their first attention to people who are planning to buy. And, as the survey reports, there 
is no question about the immediate buying plans of the Daily News audience. 


No question about active spending whether for washing machines or radios (167,033 
Daily News families will buy radios) or refrigerators (83,354 Daily News families will buy 
refrigerators) or home furnishings (165,812 Daily News families will buy around 540,672 items 
for the living room alone). 


Here in Chicago when you talk to Daily News families you talk to countless desires and 
the means to satisfy these desires and the determination to do so. Through this single news- 
paper you can profitably develop one of the truly great post-war sales opportunities in America. 


These Daily News readers who have planned to buy are eagerly waiting your answer 
to this question: what have YOU planned to sell us? 


*Conducted exclusively among regular readers of the Chicago Daily News, representing a valid « 


CHICAGO DAILY NEWS 


FOR 69 YEARS CHICAGO'S 
HOME NEWSPAPER 


NEW YORK OFFICE: 9 Rockefeller Plaza 
SAN FRANCISCO OFFICE: Hobart Building 
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Mutual Brings Figures 
on Billings Up to Date 


To the Editor: In your issue of 
Nov. 5, on Page 18, you ran an 
interesting story on the gross bill- 
ing and open time situation of the 
four national networks. 

I am sure that in the interests 
of accuracy you will wish to pub- 
lish certain explanatory matter 
which will put a new light on the 
figures for the Mutual Broadcast- 
ing System. 

You, reported that in gross time 
billing for the first eight months 
of 1945, Mutual showed a decline 
of about 5% when compared with 
the same period in 1944. The fig- 
ures were quoted as $12,911,542 as 
against $12,272,639. 

What does not show in your 
story is the fact that the 1944 fig- 
ure included revenue from coop- 


Bue’ 


This department is a reader’s forum. Letters are welcome. 


erative programs whereas. the 
1945 figure, by virtue of an agree- 
ment among the networks, does 
not include co-op revenue. Also, 
there is a slight discrepancy in 
the 1945 figure as printed. The 
correct figures—both without co- 
op revenue—are as follows: 
1945 (first 8 months) $12,362,631 
1944 (first 8 months) $12,050,921 
From this it will be seen that, 
instead of a decline of 5%, we 
have shown a small gain of about 
2%. It might interest you to 
know that this gain has since been 
increased—that the first 10- 
months’ figures show us to be 
ahead by about 4%—and that for 
the whole year of 1945 we will, 
according to the best available 
estimates, show a gain of from 8 
to 10% over 1944. 
One more point: 
dated Nov. 1, 


Your story, 
stated that open 


time on Mutual totaled 16% 
hours. 
ment this information with a new 
figure—open time as of Nov. 15 
totals 143%, hours—which means 
another 1% hours sold. 

Thank you for setting the record 
right by running this in an early 
issue. 

EpGAR KOoBAK, 

President, Mutual Broadcast- 

ing System, New York. 
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Style Indicators 


To the Editor:. To create ap- 
pealing display cards without be- 
ing detailed in merchandise 
portrayal was the problem this 
season. We hope you'll agree 
that we found one answer in our 
women’s underwear and sleeping- 
wear cards. Dimensional and 
colorful, they give you the maxi- 


‘«.. . and don’t forget to give me that nice [OWA territory”’ 


Saleswise, lowa is the plum without a stone 


... the market without a reconversion prob- 


lem where everybody is aching to buy now, 
not six months from now. And promotionwise, 
it’s just as soft a touch. Each dollar invested in 
space in lowa can be made to pay big divi- 
dends in merchandising as well as advertising. 


Because, in lowa, 7 out of 10 retailers and 


wholesalers and 7 out of 10 urban consumers 


are covered and influenced by the same news- 


paper: 


The Des Moines Sunday Register! 


THE DES MOINES 
REGISTER ann [RIBUNE 


covering Me tropol. itan lowa 


A STATE-WIDE URBAN MARKET RANKING 
AMONG AMERICA'S FIRST 20 CITIES 


Nationally represented by Osborn, Scolaro, Meeker & Co., New York, Chicago, Detroit 


We are pleased to supple-. 


Advertising Age, November 2: 1945 


SYMBOLIC, NOT SPECIFiIC—Munsingwear, Inc., Minneapolis, offers its deal. 
ers these display cards which have appeal without portraying specific item; 
of merchandise. 


mum in an idea with the mini- 
mum showing of merchandise. 

Tiny sleeping .beauties sailing 
in a pink dream boat through a 
star-strewn sky symbolize Mun- 
singwear’s Dream-Maker story. 
Lithe little fashion figures, riding 
the wind on autumn leaves are 
dressed in panties and slips that 
are synonymous with Munsing- 
wear underwear comfort but an- 
onymous enough to be symbolic 
(not specific) indications of Mun- 
singwear styles. 

These cards are available to all 
Munsingwear dealers upon re- 
quest. 

KATHLEEN CATLIN, 

Director, Advertising and 

Promotion, Munsingwear, 

Inc., Minneapolis. 
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May Fair Trade All 
Casco Products 


To the Editor: In connection 
with your telegram about our 
policy pertaining to retail prices 
(AA, Nov. 19), we have in the 
past operated under a policy of 
price maintenance of retail prices 
as well as maintained prices to 
the dealers on sales made to them 
by jobbers. 

While we in the past have only 
“fair traded” our electrical prod- 
ucts in areas where price cutting 
occurred, we are considering at 
this.time the advisibility of “fair 
trading” all of our products na- 
tionally. This decision, however, 
has not yet fully been made. 

JACK SCHENBERG, 

Casco Products Corporation, 
Bridgeport, Conn. 

oe | 
Enjoying the Ads 

To the Editor: Re “The Crea- 
tive Man’s Corner” of Nov. 5, I 
can’t go along with him in his 
criticism of the four ads shown. 
If I understand him properly, he 
is asking that these ads smack the 
reader straight from the shoulder. 
He means, I believe, that the ad- 
vertiser should hit the customer 
square on the button. He’s wrong, 
if that’s what he wants. 
wrong because that technique 
would remove every particle of 
entertainment from the advertise- 
ment. And this is the period in 
this country when every man, his 
wife and his child, demands en- 
tertainment. The catalog tech- 
nique—and that’s what he is 
stressing—went out with the cov- 


jered wagon pioneer. 


If I am wrong,—that is, about 
the value of showmanship and 
entertainment—then we had bet- 
ter tip off the movie producers so 
that they can cut out all the strain 
and the stress created by their 
deliberate “problem situations” 
and give us a simple short-cut to 
the point. Would that improve, 
or would that raise hell with the 
box-office? 

What ads need is more enter- 
tainment, not less. With museum 
quality, but understandable art; 
plus an architecturally designed 
layout; plus plenty of “movie 
technique” interest, people might 


start buying the magazines for 


He’s o-e 6 


the sole purpose of enjoying the 
ads. The reason they buy the 
magazines, I understand, is be. 
cause they want to plow through 
a few thousands of words anj 
pictures, worrying and crying 
laughing and working, or reactin; 
in various other ways, all becauy 
of an editor who just won’t com 
to the point. The average stor 
could be disclosed in five ser. 
tences. That would save paper, 
too. 


DALE NICHOLs, 
Tucson, Ariz. 
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Reader Reactions 


To the Editor: After readin; 
your stirring report on your re. 
cent difficulties I find myself tom 
between two fires—going ahead 
with my immediate duties ani 
giving you my immediate reaction. 
You win. 

I’m exhausted. It was like 
watching the horses come arouni 
the track neck and neck .. . with 
a $2 bet on the nose. My throx 
was a bit dry and my hands moist 
Congratulations! Anyone who can 
go through such an ordeal ani 
then sit down and inject a sense 
of humor into the recital has got 
something. 

I can’t promise you that K. B. 
Arrington, advertising manager 0! 
Omar Bakeries, will read you 
tale, but K. B. Arrington’s secre- 
tary did and understands per- 
fectly what you’ve been through. 
More power to you!! 

JEAN BUETER, 

Secretary to K. B. Arrington, 

Advertising Manager, Omar, 

Inc., Omaha, Neb. 


To the Editor: Your letter tell- 
ing the story of the production of 
ADVERTISING AGE during the ty- 
pographers’ strike was very inte!- 
esting and has been circulated 
throughout the office as an ex- 
ample of a real “go-gettin” oul- 
fit. 

Believe you are now entitled t 
have copies of my favorite motto 
I am sending three copies 
with my sincere congratulations 
on an impossible job done quickly. 

Don SMITH, 

Advertising and Sales Prom:- 

tion Manager, Wilson & C.., 

Chicago. 


To the Editor: I have just 
the story of your difficulty in AD 
VERTISING AGE, during the Chi 
strike. It is so interesting t! 
would like to mail a numbe @ 
copies to some members of 
association, if you have no 
jection. 

Congratulations on your 
and ingenuity. 

J. R. BRACKET! 

General Manager, Print): 

Industry of America, Wa ‘- 

ington, D. C. 

To the Editor: That’s a »we 
letter to “Dear Reader” jus 
ceived, and you are to be 
gratulated not only on a 
accomplishment but especially ‘ 
the spirit of your organizatior 
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made it possible. More power to 
you all. 
ROBERT TINSMAN, 
Chairman, Federal Advertis- 
ing Agency, New York. 


7 Vv ¢ 


A ‘Welcome Home’ 


for Servicemen 

To the Editor: We thought you 
might be interested in an out- 
door painted display erected and 
painted by us for the New York 
Central Railroad on the roof of 
the ferry slips at Weehawken, 
N. J., for the sole purpose of 
greeting the homecoming members 
of the armed forces. 

As you know, the piers, gas 
tanks and many other structures 
on the New York side of the Hud- 
son river waterfront have been 


' appropriately painted to welcome 


returning G. Is but there were 
not many places on the Jersey 
side where that could be done. 

The Weehawken ferry slip, be- 
ing directly opposite the piers 
where such famous liners as the 
Queen Mary, Queen Elizabeth, and 
Aquatania dock, was an ideal 
site for the purpose, and the five 
ferry slips—480 feet long, 55 feet 
high—were painted red, white 
and blue with a decorative band 
of white stars near the cornice, 
and a roof bulletin 16 feet high 
by 130 feet long, of steel con- 
struction, was erected and painted 
to read “Welcome Home”’—“Well 
Done!”; the greeting being in blue 
lettering on a white background, 
with the ornamental trim and the 
wings painted red. 

The sign and decorated piers 
are visible far down the river, 
and from the New York side where 
the boats dock. Many of the re- 
turning servicemen who are pro- 
ceeding to Camp Shanks, disem- 
bark from ferries directly be- 
neath the sign, and to them its 
greeting will be significant be- 
cause in leaving the ferry they 


will be setting foot on American 
soil for the first time on their re- 
turn from overseas, on their way 
to the New York Central’s sta- 
tion for the West Shore Railroad 
adjoining the ferry piers. 

Work was started during July, 
interrupted by the V-J celebra- 
tion, and completed during Au- 


gust. 
R. E. NEWGEON, 
O’Mealia Outdoor Bulletins, 
Jersey City, N. J. 
. ¥.F 


Seeks Data on 
Consumer Panels 


To the Editor: We understand 
that there is a trend toward the 
establishment of consumer panels 
or councils for the purpose of dis- 
covering public opinion on prod- 
ucts. 

Examples of these are the Good 
Housekeeping panel for its report 
on textiles, and The Libby-Owens- 
Ford Homemakers Guild. 

I would like to know the back- 
ground for this trend but have 
been unable to discover any ar- 
ticles listed through the Industrial 
Arts Index or the Reader’s Guide. 
The public library has been un- 
able to furnish us with informa- 
tion. 

We are particularly interested 
to know if advertising agency re- 
search departments have set up 
such panels. What procedure is 
used? What does it cost, approxi- 
mately, and have the survey re- 
sults justified the expense? 

LIBRARIAN, 
Cleveland. 


[Editor’s Note: J. Walter 
Thompson Company conducts a 
consumer panel, whOse operations 
have been described in ADVERTIs- 
ING Ace (AA, March 15, 1943). 
Operated at first without cost to 
clients, the JWT service now re- 
portedly involves a regular charge 
because of the expense involved. 

A number of publications have 
used consumer panels at various 


times, including Farm Journal, 
Philadelphia. Results of the first 
“pantry poll” conducted by the 
Chicago Times, involving a per- 
manent panel of 400 families, were 
reported in AA last week.] 


Baltimore in Tele Net 

Baltimore will become the fifth 
American city to have network 
television by Jan. 1, 1947, accord- 
ing to Paul B. Mowrey, manager 
of the television division of the 
American network’s program de- 
partment. He pointed out the ad- 
vantages in coaxial cable connec- 
tions with television centers which 
Baltimore enjoys, and said that 
the city would join with New 
York, Washington, Philadelphia 
and Schenectady in the television 
network service. 


Martinsen to CABI 

Richard A. Martinsen, who for- 
merly headed his own advertising 
agency, and handled public rela- 
tions for the USO and New York 
National War Fund, has been 
named director of information of 
the Conference of Alcoholic Bev- 
erage Industries, New York, suc- 
ceeding Frank Kane, who has re- 
— to enter business for him- 
self. 


Heads Western Union 


Joseph L. Egan, a director of 
Western Union Telegraph Com- 
pany, New York, and recently in 
charge of governmental, stock- 
holder and public relations for 
the company, has been elected 
president, succeeding A. N. Wil- 
liams, who becomes chairman of 
the board Dec. 15. 


Baby Magazine Changed 

Spring edition of Young Mothers, 
formerly known as So You’re Go- 
ing to Have a Baby, will appear 
in February with “important edi- 
torial changes,” the Parents’ In- 
stitute, New York, publisher, has 
announced, Contents have been 
broadened to include care of the 
baby during the first year. The 
magazine, which guarantees a paid 
circulation of 100,000 per issue, 
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will be sold to department stores,; tomers and prospects, Advertising 
which in turn will give it to cus-| rates remain unchanged. 


YOUR 


technical sales material 
... PRODUCED BY OUR | 


Waeran you are an advertising 
agency or a manufacturer, we can help 
you in the preparation of technical ad- 
vertising . . No matter whot your prod- 
uct (it doesn't necessarily have to be 
electronic), AEC's Industrial Advertising 
Department can produce fully detailed, 


well presented, technically correct and 
attractively styled industrial soles ma- 
terial. 


AEC's Industrial Advertising Department 
utilizes the Engineering Division to com- 
bine highly competent engineering abili- 
ties with well-rounded skills of writing 
craftsmanship. 


AEC is not an advertising agency, does 
not place ads or sell space, but acts only 
as a consultant on technical advertising 
i.e. industrial sales catalogs . . . technical 
soles brochures . . . instructional media 
- » « visual aids . . . foreign language 
translations. 


Call or write . . 


ASSOCIATED ELECTRONICS COMPANY 


132 NASSAU STREET, NEW YORK 7,N. Y. 
BEEKMAN 3-3912 
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WASHINGTON won't be paralyzed by federal pay- 
a Vea on roll slashes. Contrary to popular belief, less than 
Ms eo 10% of all Uncle Sam’s employees w 
\ } tal—and these who do make up le 
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So you think you know Washington ? 


Chances are, you dont. The nationally popular 
guessing-game —“What’s going to happen to Wash- 


ington now the war’s over ?”—has pre 
of lop-sided ideas about the nation’s 


As a leading member of this important commu- 
nity, WTOP has just completed its third annual Wash- 
ington market study to sift fact from rumor... and 
come up with some mighty pertinent findings. Like 


these, for example: 


WASHINGTON’ size will increase rather than dwin- 


dle. The country’s steadiest popula 


keep right on climbing—from today’s 1,250,000 to 
an estimated minimum of 1,380,000 in 1950.* 


WASHINGTON is not a “war-exhausted” market. 
Capital area families have a large War Bond and 
»voked a swarm bank account nest egg already earmarked for 34,000 
capital. new homes, 41,000 new refrigerators, 53,000 new 
washing machines, 56,000 new radios.’ 
WASHINGTON gives every promise of staying far 
ahead in its ratio of population to purchasing power. 
Although ninth in population among all U.S. cities, 
during 1945 it ranked fifth in retail drug sales, sixth 
in retail food sales, sixth in tetal retail sales.* 

tion curve will This is the top quality market that WTOP. Washing- 
ton’s only 50,000-watt station, reaches. How well it 
sells the responsive audience within its primary lis- 
tening area is amply indicated by the fact that 


advertisers. for ten straight years, have spent more 


ork in the . api- dollars on WTOP than any other Washington station. 

s than half of For first chance at a WTOP availability in this 
wartime.* vital market. see us or Radio Sales. 

hs: Y a 

eg a , 2% 

| * 

‘— re 

eke et Soe 


‘Opinion Research Inc., Survey (Oct.-Nov., 1944) Hg 
*U.S. Government Report of Employment (May, 1945) ey 


*Sales Management, “Survey of Buying Power” (May, 1945) 


REPRESENTED BY RADIO 


WASHINGTON’S 
90,000 Watt Station 
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SALES, THE SPOT BROADCASTING DIVISION 


OF 


CBS 
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Know the "A-B-C's" of Good Radio Coverage! 


IN KVOO'S DAYTIME HALF-MILLIVOLT AREA 


82% 


ings as great as 
ENTIRE STATE OF 
> ® 4 H O M A OKLAHOMA 


Including bonus counties of 


Missouri, Kansas and Arkansas, 
making the KVOO market— 
Oklahoma's No. | 


Market. 


Inflation Bloc Tries to Kill 
Off Small Business Group 

Washington, Nov. 21. — The 
House small business committee, 
it appears, is an unrealistic outfit. 
Handed the opportunity to con- 
stitute itself indefinitely as a 
forum for gripes against price 
control, it was satisfied last week 
merely to bring about a good 
measure of agreement between 
auto dealers and OPA. 

Such bungling could not go un- 
punished by the House “inflation 
bloc,” however, for removal of 
the auto price fight dispelled an 
opportunity for disciplinary legis- 
lation outlawing “price absorp- 
tion” and other OPA policies. 
Without ceremony, the inflation 


bloc has its revenge, chopping off 


By STANLEY E. COHEN, Washington Editor 


Advertising Age, November 2¢ 1945 


operating funds for the small 
business group. 

His back to the wall, Chairman 
Wright Patman defied his foes. 

“There is too much sentiment in 
this House that OPA is the only 
enemy that small business has,” 
Patman commented. “To repeal 
OPA to help small business is like 
using a hammer to kill a fly on a 
baby’s nose.” 

* ok 


In due time, the government 
will knock some sense into its sta- 
tistical operations by authorizing 
the Department of Commerce to 
act as arbitrator and authority on 
scattered and conflicting govern- 
ment reports, but for the moment 
that kind of good management 
remains a victim of what Bernard 


One of the nation’s leading manufacturers of men’s 
hats sent a questionnaire to dealers who had pur- 
chased a counter display from the company at an 
average cost of $5. Copies of one of the manufac- 
turer's national magazine page ads in full color were 
mounted on the display. Reprints of new ads were 
mailed to dealers as they appeared, so that dealers 
could have the latest ads on the display. 

Those who acknowledged that the display helped 
their business were ahead 6 to 1: “Yes,” 423; 
“No,” 71. 


About 40% said they'd be interested in BUY- 
ING a second counter display of a different 
design! 


Data from Fact Report published by Point of Purchase Adver- 
tising Institute, Inc. 
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DISPLAYS 
Helped Our Business 


CORPORATION 


JERSEY City 
INSIST ON ARVEY QUALITY 


Is Your Name on Our Mailing List? Write Today for New Booklet on Point-of-Purchase Advertising. 


Baruch calls the “scuttle and pyp» 


policy of removing controls. With 
information pouring in from 59 or 
more public and private stati tical 


sources during the war, WP hag 
acted as a clearing house for soy. 
ernment and allied authorities ; 


search of fact. With peace, this 
useful operation has stopped, ang 
information has reverted to the 
pot-luck level. The Budget By. 
reau has approved a proposa} fo, 
the Bureau of Foreign and Do. 
mestic Commerce to provide ref. 


erence statistics on a grand scale 
but there is a lot to be done be. 
fore authorization and funds are 
obtained from Congress. 


% * Bo 


Robert L. Smith, vice-president 
and general manager of the “Los 
Angeles Daily News,” fears ANPA 
members have become unrealistic 
about the newsprint situation by, 
taking their editorial pages too 
seriously. Arguing before the 
Boren newsprint committee that 
we should not approach news- 
print restrictions in terms of “hate 
words” used on the editorial page 
in describing government regula- 
tions, Mr. Smith says ANPA 
should have insisted that the gov. 
ernment continue to help assure 
fair distribution of paper until in- 
ventories, now in very bad shape, 
return to prewar levels. “There is 
no particular connection between 
the editorial page and the busi- 
ness office operation,” Mr. Smith 


said. “I fear ANPA is getting the 
business office Operation mized 
with the editorial page.” 
Bg 7 a 
Inflation is appearing in, of all 
places, OPA’s personnel office, 


Last week, Price Administrator 
Chester Bowles decided to promote 
Norton E. Long to assistant ad- 
ministrator, in charge of building 
and housing problems. Mr. Long 
had been considering a tempting 
offer from the Department of 
Commerce. . . Robert E. Freer, re- 
appointed to the FTC, got a rous- 
ing send-off from the Washington 
Post. Mr. Freer, the Post said, “is 
a fair-minded public servant con- 
cerned with efficient administra- 
tion of the law instead of poli- 
tics.” 
* * a 

So far as we know, Civilian 
Production Administrator J. H. 
Small is the first official to con- 
cede that repeal of the excess 
profits tax has done as much as 
any other single factor to delay 
reconversion. Price Administrator 


Bring on Your 


Box-Cars 


Right up to the very last moment, 
Greensboro’s Industrial - Agricultu- 
ral strength was applied to Victory. 
Sut a City Zone of 82,552, and a 
natural Trading Zone of 590,174 
was ready when War ceased. It 
anticipated reconversion . . . 1s 
ready. 


Soon those miles of freight cars 
will be loaded with eagerly-soug\t 
peace-time -back-log orders. Plants 
are enlarging not cutting down. 
wholly new business section is ‘" 
the works.” Industries will expa! 
And what they manufacturé 
sorely needed. 


Thus you have a picture of P 
War continuous buying, based 
savings and jobs. This 2nd mar 
in the Carolinas is economic 


covered by these newspapers. 
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Chester Bowles was unwilling to 
express himself on this recently, 
but Mr. Small agreed that manu- 
facturers have delayed shipment 
of merchandise until the tax goes 
off Jan. 1. He says he believes 
more goods will move during De- 
cember in anticipation of lifting of 
the tax. 
* * * 

Veteran’s preference in buying 
surplus property remains a sore 
spot in a generally sore situation. 
Surplus Property Administrator 
Symington, who has moved rap- 
idly to get new life and new mer- 
chandising brains into the sur- 
plus picture, has warned Congress 
that he will make just one more 
effort to channel surpluses to vet- 
erans, then toss the problem back 
to Congress. Symington says more 
outlets are needed. He thinks he 
may solve this by using some 30,- 
000 wholesalers as special con- 
tacts with veterans, but he isn’t 
sure. Distribution of surpluses is 
so uncertain that veterans find it 
hard to locate useful items. 

ok He * 


There is a “treaty” between 
Commerce Department and NHA, 


properly signed by Secretary Henry 


Wallace and Administrator John 
Blandford, staking out the areas 
of statistical exploitation for Com- 
merce’s new construction division 
and NHA. Specific housing re- 
search and statistics are in NHA’s 
sphere of influence, while Com- 
merce has a free hand in over-all 
studies of construction. There is 
a non-aggression clause in which 
Commerce promises to respect 
NHA’s established contacts with 
home builders, mortgage lenders 
and others. Also a freedom of 
information clause in which the 
two agencies promise to exchange 
information. 


California Maps New 
Dairy Industry Drive 


Members of a California Dairy 
Industry Board, including large- 
scale local and regional advertis- 
ers, have been announced by the 
state director of agriculture, A. A. 
Brock, with the duty of recom- 
mending advertising, research and 
educational programs to help the 
dairy industry in solving its post- 
war problems. 

The program is to be financed 
by assessments levied upon both 
producers and handlers of dairy 
products. It is expected that 
— will be collected annu- 
ally. 


Buying Group Expands 
Mutual Buying Syndicate, Inc., 
buying group for more than a 
score of large stores throughout 
the nation, has doubled its office 
space in the Merchandise Mart, 
Chicago, and will add more space 
after Jan. 1. : 


Beaumont Expands Office 


3eaumont & Hohman, Inc., has 
appointed Frank T. McDonough 
regional vice-president and I. C. 
Bettiker manager of the Detroit 
fice, in an initial postwar ex- 
pansion of the agency’s two-year- 
old branch. 


~ Straight 
Over the 
Plate! 


he “Home-Team”’ 
ins in the great 
merican game of 
verage. Here is 
ver-the-plate”’ fact: 


| three Philadelphia pa- 
rs were used, less than 


% of Norristown, Pa., 
nd its ABC City Zone of 

429, could be reached. “Selling 
tristown is an INSIDE Job.” 
‘hilly’s big Department Stores have 
und it out. 


Represented National! 
Thee JULIUS MATHEWS SPECIAL AGENCY 


Push Insecticide 


Davis & Beaven, Los Angeles, 
has been named to handle adver- 
tising of Parlyn DDT, all-purpose 
insecticide produced by Parlyn 
Ltd., Los Angeles. Newspapers, 
radio and trade publications will 
be used. 


Blum Heads Arvey: 
Others Advanced 


S. J. Blum has been elected 
president of Arvey Corporation, 
Chicago, maker of advertising dis- 


plays, and Paul Godell, former 
sales manager, has been made 
general manager of the Chicago 
division. Mr. Godell also retains 
his post as vice-president. 

Charles Strauss, former pur- 
chasing director at the Chicago 
plant, is now the assistant general 
manager of the division. 


Masters Joins Roesch 
Richard A. Masters, formerly 
Portland manager of foreign 
broadcast intelligence service of 
the Federal Communications 
Commission, has been appointed 


Los Angeles division manager of 


Louis Roesch Company, label 
lithographer. 
Boston Adclub Sponsors 


Public Relations Series 


The Advertising Club of Bos- 
ton is sponsoring a series of lec- 
tures on public relations at the 
New England Mutual Hall, Boston. 
William J. Sheehan, public rela- 
tions director of Eastern Gas & 
Fuel Associates, is director and 
discussion leader. 

The speakers include Paul Gar- 
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rett, General Motors Corporation; 
John Orr Young, former president 
of Young & Rubicam; Samuel D. 
Fuson, Kudner Agency, and Ed- 


win B. Dooley, General Foods. 


* WOOD « 


Well read and liked by the important men 


in a great industry—men who are work- 
ing to achieve wood's exciting future. 


PRODUCTS 


The Rockford Morning Star and Register-Republic are 


now carrying more “Help Wanted” advertising than at 


any time in history, including the war-time peak. There 


is no unemployment problem in Rockford... the live 


market of the Middle West! 


Reconversion and new post-war projects have created a 


world-wide demand for Rockford-made machine tools and 


industrial equipment. The great plants of this manufac- 


turing center, (Illinois’ second industrial city), are busy 


now, and will continue to be busy, supplying that demand. 


111,00 


METROPOLITAN S 
POPULATION 


377,854 


A.B.C. CITY AND 


RETAIL TRADING ZONE 


We 
et 


HELP WANTED § 
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California Bar 
Association Plans 
Newspaper Series 


San Francisco, Nov. 21.—A 
statewide institutional advertising 
campaign by the California legal 
profession will be launched shortly 
in newspapers under sponsorship 
of the State Bar of California, 
with headquarters here. 

In the nature of an experiment, 
the campaign stems directly from 
studies made by the group’s com- 
mittee on public relations. It will 
consist of a series of ads inform- 
ing the public of the value of the 
services performed by lawyers. 
The ads will be prepared in mat 
form at the expense of the State 
Bar of California and distributed 
to local bar associations for their 
use in local newspapers. 

In behalf of the proposed plan 
for local bar association advertis- 
ing, a brochure was prepared by 
the public relations committee, 
containing the first draft of copy 
and layout of an ad series. It 
was sent to officers of the local 
bars and to members of the bar 
in selected cities. The lawyers 
were asked to send in their re- 
actions to the suggestions, and 
their opinions on the approach 
as shown in the sample layout. 


Majority Favor Advertising 


From the 500 brochures sent out, 
200 replies were received. Eighty- 
five per cent of those replying ap- 
proved of both the principle of 
advertising and the approach. 
Eleven per cent were against ad- 
vertising and the approach, and 
4% favored advertising but op- 
posed the copy submitted. 

The forthcoming series of ads 
presents case histories of people 
whose troubles would not have 


To subordinate a great 
circulation to smaller 
circulations is to argue 
that a great river is 
less navigable than its 
tributaries . . . Tributa- 
ries are necessary, but 
ships come home on 


the torrent. 
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Editer and Publisher 


Times Sa Terata 


WASHINGTON, D.C 


TIMES-HERALD 228,497 
The STAR . 197,583 
The POST . 162,247 
The NEWS . 101,039 


as of March 31, 1945 


National Representative 
GEO A. MeDEVITT CO. 


piled up had they originally con- 
sulted an attorney. 

A small display paragraph above 
the headline reads: “One of a 
series of informative articles pub- 
lished in the public interest by 
the legal profession.” Body copy 
briefly states how the person got 
into his embarrassing position and 
points out why “it is good com- 
mon sense to see a lawyer, first.” 

The signature is that of a local 
bar association “in cooperation 
with the State Bar of California.” 


Tabery Names Two 


D. D. Durr, formerly advertis- 
ing manager of Tide Water As- 
sociated Oil Company, San Fran- 
cisco, has been appointed execu- 
tive vice-president of Tabery Cor- 
poration. Ned Wiener has been 
named vice-president. 


Gets Plastic Account 


Advertising of Carmen Bronson 
Company, Mt. Vernon, N. Y., plas- 
tics and plywood, has been placed 
with Brisacher, Van Norden & 
Staff, New York. 


Advertising Age, November 26, | 94; 


Bidwell Joins B&B 


Oakley Bidwell, formerly ad- 
vertising manager of Serutan 
Company, Jersey City, has joined 
the account staff of Benton & 
Bowles, New York, on the Gen- 
eral Foods accounts. 


Carlock Named V. P. 


M. E. Carlock, with Benton & 
Bowles, New York, since July, 
1942, as executive on the Pru- 
dential Insurance Company of 
America account, has been elected 
a vice-president. 


Clark-Wandless Formed 


Thomas F. Clark and Haro’, ; 
Wandless have formed C px. 
Wandless Company, radio ale; 
representative, at 205 E. 42nd s; 
New York. WNEL, San Juan 
Puerto Rico, has appointed th. 
firm as U. S. representative. 


Dietrich Appointed 
George Dietrich, former easter, 
representative for WGN, Chicagy 
has been named advertising 4j- 
rector of Stage Pictorial, monthly 
magazine of the theater. 


— 


statement of 


rate 


policy 


There is a marked trend in publishing toward larger circulations and corresponding increases in 


space rates. All types of media are making projections in this direction. 


Obviously every alert publication wants to progress and many (or most) of these plans are no 


doubt completely sound and logical. Others may not be. Already there are repercussions from 


advertisers and agencies which imply a growing suspicion that desire for increased advertising 


income may be the motivating influence in a stampede toward higher circulation levels. 


Indicative of this is a recent survey among the members of the Association of National Advertisers. 


133 of 140 companies reporting went on record urging publishers to hold circulations to a “‘quality”’ 


basis, permitting only “natural” growth. Sixty-three per cent of 98 reporting companies agreed 


that increased rates must be justified on the basis of sound natural growth and quality circulation. 


With this attitude and opinion McGraw-Hill is in complete and unqualified 
accord. It conforms with the policy on which our publications were built; 
we are pledged to that policy in the future. 


McGraw-Hill feels that the time is opportune 
to give advertisers and their agencies a frank 
picture of its circulation objectives in the 
highly competitive era that lies ahead for all 
of us. In so doing we hope to win your approval 
of our aims, and your encouragement in carry- 


ing them out. 


Obviously, if our publications are to keep 
pace with the expanding needs of industry 
circulations cannot remain static. They must 
grow with the fields we serve. But—we do not 


propose to lose sight of the primary funda- 
mental of successful business paper publish- 
ing, which is (and always must be) full service 
to the reader FIRST. 

There is only one sound reason for the 
existence of a business paper: to provide readers 


in specific markets with a healthy flow of the 


kind of information they need to do their 
particular jobs better. Our readership wil! 
always be selective. This selectivity is the ad- 
vertiser’s prime assurance of the right audience 
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Bond Clothes Will 
Build Style Manor 


Rochester, N. Y., Nov. 20.—Ad- 
yertsing will be increased and 
merchandising facilities expanded, 
Barney S. Ruben, president of 
Bond Clothes, Inc., declared last 


Mr. Ruben, addressing 300 lead- 
ers of the clothing industry, 100 
of them from New York, forecast 
a period of prosperity in the wake 
of the war “such as this country 
has never seen.” He said the 
project shows “confidence in the 
sensible people of America who 
want to keep our standards of 


wee; at ground-breaking cere- living the highest in the world.” 
Irving Moselowitz, vice presi- 
Style Manor, which the firm is to dent and director of Bond Clothes, 
puild here. It is expected to be|has also been named general 
the world’s largest clothing manu-|manager of the new Bond manu- 
facturing plant. 


monies for a $6,500,000 plant, 


facturing unit. 


Trimz to Expand Its 
Point-of-Sale Plan 


United Wallpaper, Inc., Chicago, 
maker of Trimz Ready-Pasted 
wallpapers, will expand a store 
demonstration plan to a nation- 
wide basis beginning Jan. 1, 
James H. Rasmussen, vice-presi- 
dent in charge of sales and mer- 
chandising, announced last week. 

The decision to make this point- 
of-sale plan a major feature of 
Trimz’ 1946 merchandising pro- 
gram resulted from sales increases 


of from 400 to 600% over normal 


in outlets in which it was tested, 
he said. Sales in weeks following 
the demonstrations were at a rate 
three to five times greater than 
before. 


Named Agency Partner 


Robert Haydon Jones, formerly 
with Batten, Barton, Durstine & 
Osborn, New York, as account 
executive on du Pont, has been 
elected a partner in Alley & 
Richards Company, Boston. He 
was previously advertising direc- 
tor of John Wanamaker, Phila- 
delphia department store. 


__ 


Stampleman to Leave 
Gillette Chairmanship 


40 years in the razor and blade 
industry, will leave Gillette Safety 
Razor Company, Boston, when his 
term as chairman of the board ex- 
pires in April. 
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S. C. Stampleman, after almost 


Mr. Stampleman started with 


{| circulation and 


Vy} by McGraw-Hill 


and a highly concentrated audience for his 
selling message. 


It will, therefore, remain McGraw-Hill’s aim 
to reach the known buying factors in the in- 
dustries we cover. And to maintain rate struc- 
tures that are in measurable relationship to 
the quality and scope of readership. That has 
been our traditional practice. At all times we 
have been prepared to show that our rates have 
been in conformity with circulation values. 


We intend, in the future, to have available an 
even greater factual knowledge of the buying 
units and buying influences reached. An ex- 
tensive and continuing research program has 
been under way for months to achieve this 
purpose, paper by paper. The developments in 
this program will be available to any interested 
person. 


Buying influence cannot, obviously, be re- 
duced to an easy and accurate formula. We 
have all presumed that a president, chief en- 
gineer, general manager, superintendent, or 
one of a hundred and more familiar titles is 
indicative of buying power. McGraw-Hill papers 
always have had their main readership among 
such titled individuals. 

We propose to deliver a still more intensive 
coverage of these men in the future—and be pre- 
pared to demonstrate it. 


But we are all learning that buying factors of 
real significance are found beyond the limit of 


conventional titles; and that the number of 
people who influence decisions is growing con- 
siderably. We intend to broaden our sights to 
ferret out these less obvious influences. 


Chief among them is the vast “new genera- 
tion” —the thousands of returning service men 
and others of specialized training who are 
“coming up” in industry. We believe that 
publishers and advertisers alike have concen- 
trated too heavily on the individuals whom 
we need, and neglected too much the people 
who need us. Serving the eager wants of this 
group seems to us a serious obligation that 
must be shared by publisher and advertiser 
alike; but it is also an unlimited opportunity to 
insure future security by cultivating ‘“‘tomor- 
row’s bosses” today. 


We intend to increase coverage in step with 
the expansion that takes place in our fields, and 
be prepared to show that any such growth is 
natural and of the highest possible quality. 
As circulation volume, and more importantly, 
as circulation values go up, rates must follow. 
But rates will follow readership and not precede 
it. We promise our advertisers that this course 
and no other will be strictly adhered to. 


It is McGraw-Hill’s earnest belief that this 
is the only logical course to pursue if we are 
to grow and prosper and render an increasingly 
adequate service to both subscribers and ad- 
vertisers. 


PUBLISHING COMPANY, INC. 


330 West 42nd St. 


[sss sl .(S R AW-H | me 


New York 18, N. Y. 


the Valet-Autostrop Company 
shortly after the turn of the cen- 
tury. When Gillette merged with 
the smaller Autostrop in 1930, he 
was appointed vice-president. In 
1934 he became president of the 
company, and in 1939 was elected 
chairman of the board, 


Vision Drive Continues 


Better Vision Institute, New 
York, next year will continue its 
present campaign in national 
weekly and monthly magazines, 
and professional and trade pub- 
lications. Full-page black-and- 
white insertions will be used. 
Cowan & Dengler is the agency. 


Expands Chemical Unit 

Goodyear Tire & Rubber Com- 
pany, Akron, O., has expanded 
its chemical products division, to 
handle the expected demands for 
plastics and coatings, builders’ 
supplies and flooring, Airfoam and 
Pliofilm. C. P. Joslyn is division 
manager, 


Tells Wine Ad Rules 


The Wine Institute’s wine ad- 
visory board has prepared a sum- 
mary of federal and state wine 
advertising regulations as of Sept. 
20. Copies may be obtained from 
the board at 85 Second St., San 
Francisco 5. 


Appoints Wadsworth 

K. F. Wadsworth has been ap- 
pointed vice-president and gen- 
eral manager of Maple Leaf Mill- 
ing Company Ltd., Toronto. 


a 


RADIO STATION WOW, I 
JOHN J, GILLIN, JR., PRESIDENT 
JOHN BLAIR & CO., REPRESENTATIVES 
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Peacetime 
Bermuda Lures 
Visitors in Ads 


Philadelphia, Nov. 15.—Bermu- 
da once again is issuing the call 
to travelers who dreamed of re- 
turning during the war years, with 
a series of five 528-line advertise- 
ments starting this week in news- 
papers of 12 cities along the east- 
ern seaboard. 

Recalling the enchantment of 
the past under the caption “The 
Bermuda You Remember,” copy 
in the initial ad emphasizes that 
“War has not touched Bermuda 
with a jealous finger. All the re- 
membered loveliness is still the 
same.” 


Assuring visitors that passport 
and immigration permits are no 
longer necessary, the ads note that 
seven weekly flights by huge four- 
engine planes are in operation, 
and surface ships sail from New 
York on regular schedule. Visitors 
are urged however, to make con- 
firmed reservations and to engage 
round-trip passage. 

N. W. Ayer & Son handles the 


Bermuda Trade Development 
Board account. 
U. S. Rubber Plans 


Dealer Ad Campaign 
United States Rubber Company, 
New York, will tell “First postwar 
news about U. S. Royal tires” in a 
dealer campaign in about 400 
newspapers, through Campbell- 
Ewald Company, New York. 


25 WEST BROADWAY 


A Nationwide 

Survey of Radio and 

Electronic Technicians’ Read- 

ing Habits sent free on request. 
NEW YORK 7, N_ Y. 


To Set Up Model Store 


Kalamazoo Stove & Furnace 
Company, Kalamazoo, Mich., 
plans to set up a new type of ex- 
perimental store in its recently 
purchased Bates building. The 
store, planned by Jack Morgan, 
Chicago designer, will serve as an 
experimental establishment where 
methods of display, merchandis- 
ing plans and other phases of re- 
tail distribution will be tried out 
before being installed in retail 
stores. 


Nabisco Ups Blackmon 


William P. Blackmon, previ- 
ously district sales manager of 
National Biscuit Company in San 
Francisco, has been named assist- 
ant sales manager, succeeding 
Phil J. Swearingen, retired. C. D. 
Sage succeeds Mr. Blackmon. 


Joins Hutchins & Graves 


Ethel Whelan, formerly in the 
advertising department of Duane 
Jones Company and _ Standard 
Brands, Inc., New York, has 
joined the staff of Hutchins & 
Graves, New York agency, as pro- 
duction manager. 


Advertising Age, November 26, 


To Cecil & Presbrey 


Anchorage Homes, Westfield, 
Mass., pretabricated houses, now 
on exhibit in New York’s Lord & 
Taylor’s, has named Cecil & Pres- 
brey, New York, as agency. No 
advertising is planned until late 
spring when spot radio and local 
newspapers will be used. The 
company limits distribution to a 
250-mile radius of its plant, pro- 
ducing 41 types of homes in Cape 
Cod style. First deliveries are ex- 
pected early in 1946. 


Robinson Appointed 


R. L. Robinson, previously as- 
sistant sales manager in Sacra- 
mento, Cal., of Pacific Coast Ag- 
gregates, Inc., has been appointed 
sales manager of the aggregates 
division in San Francisco. J. J. 
Penrose has been named to suc- 
ceed him. 


K. P. Chemical to Low 


Advertising of K. P. Chemical 
Company, Stamford, Conn., soap- 
less industrial solvents, has been 
placed with F. J. Low Company, 
New York. 


Stainless 


or 
Stainiess-clad ? 


Hydraulic Press- 


forming 
or 


forming? 


ray. > 
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The magazine edited for the men who decide 


* what moterial 


REINHOLD PUBLISHING CORP., 330 W. 42nd St., New York 18, N.Y. 
METAL INDUSTRIES CATALOG «¢ 
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Advertising Managers for INDUSTRIAL & ENGINEERING 
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Ellinwood to Fagan 


Ellinwood Industries, Los Ap. 
geles, maker of farm, home, offic 
and marine products, has ap. 
pointed the O. K. Fagan Advertis. 
ing Agency, Los Angeles, t{ 
handle its account. Besides , 
campaign in trade _ publication; 


for Cat garden tractors, already 
begun, there will be a drive pro- 
moting a hydraulic control sys. 
tem for throttle, clutch and sieer. 
ing, and a power amplifier unj 
for steering vessels, and nex 
spring a drive will be launched t 
promote the company’s adding 
machine. 


CBS Ups Leffler, Murphy 


Dorothy M. Leffler of the CBs 
press information division, New 
York, has been named magazine 
division manager, succeeding Ar. 
thur Miller, resigned to form his 
own company. Walter J. Murphy, 
publicity director of WEEI, CBS 
outlet in Boston, and recently in 
the Army, has been assigned to 
the CBS magazine division. 


Bozeman Promoted 


Rebert A. Bozeman has been 
promoted to district store man- 
ager of the southwest district of 
Westinghouse Electric Supply 
Company, national wholesale mar- 
keting outlet of Westinghouse 
Electric Corporation. He will 
make his headquarters in Atlanta 


Change Company Name 


Marketing Associates, Detroit, 
marketing and manpower coun- 
sellor, has changed its name to 
William Scott Associates, but the 
original name will be retained as 
a trade name in some of the com- 
pany’s activities. W. Lowell Har- 
per, formerly with International 
Harvester Company, Fort Wayne, 
Ind., has joined the company to 
do special work in job research 
and evaluation. 


Rank Joins BSF&D 


David B. Rank has joined the 
Detroit creative staff of Brooke, 
Smith, French & Dorrance, Inc. 
He was with the Timken Silent 
Automatic division of Timken- 
Detroit Axle Company for three 
years before joining the Army air 
forces in 1942, 


Open Photo Studio 


George Emme and Rocco Padulo 
Jr., newspaper photographers re- 
cently associated with the Chicago 
Herald-American, have opened 
Chicago Photographers, news and 
publicity picture studio, with of- 
fices in the Clark building, 800 N. 
Clark St. 


Tobacco Market 
Breaks More Records! 


Winston-Salem's tobacco market 
has already sold 45 million pounds 
at the highest prices since 19/9. 
In one day's selling the average 
was $46.24 per hundred pounds. 


What does this mean to adver- 
tisers? 


Simply this: That the farmers in 
this rich agricultural area will have 
MORE money to buy the things 
you're beginning to want to sell 


The PLUS purchasing power rep- 
resented by “yellow gold" when 
added to Winston-Salem's tremen- 
dous industrial activity, makes tis 
a "must market" in North Carolina 
by any comparison. 


JOURNAL and SENTINEL 
Winston-Salem, N. C. 
National Representatives: 


KELLY-SMITH COMPANY 
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FIC Promulgates 
New Definitions 
for Watch Makers 


(50 'Trade Codes’ 
Now in Operation; 
Others Developing 


Washington, Nov. 21.—Versatil- 
ity of the FTC was demonstrated 
once again this week, with the 
announcement of proposed trade 
practice rules for the watch in- 


try groups 
under FTC’s 


are now operating 

“trade practice 
rules,” written in consultation 
with the industry, and enforced 
by FTC under the Robinson-Pat- 
man Act. 

One of the most recent trade 
practice rule hearings proposed 
by FTC is the meeting of the of- 
fice machine marketing industry, 
called for Cleveland on Monday. 
At this meeting firms engaged in 
selling or distributing or renting 
office machines or parts will dis- 
cuss such terms as “demonstra- 
tor,” “factory rebuilt’ and “shop- 
worn.” The industry will also 
have a chance to submit sugges- 


Pacific Coast Agency 
Expands, Adds Four 

Pacific Coast Advertising Com- 
pany, San Francisco, has been ap- 
pointed to handle the account of 
the Mariesta Company, maker of 
Pin-Up and Peek-A-Boo bras- 
sieres. 

Frank Newton, recently dis- 
charged as a lieutenant com- 
mander by the Navy, has been ap- 
pointed account executive. Vir- 
ginia Lee Dodge, formerly writer- 
producer with the American 
Broadcasting Company in Chi- 
cago, has joined the agency’s copy 
and radio production staff; Rich- 
ard Newell, recently an Army 
captain, has joined the production 


tions about trade practices which 
it wishes to outlaw. 


department, and Betty Bensco 
has joined the time buying staff. 


Joins Insurance Compan: 


R. M. Henderson, previously 
with the Gazette, Berkeley, Cal., 
has been named sales promotion 
manager of the West Coast Life 
|Insurance Company, San Fran- 
| cisco. 


‘Joins Los Angeles Paper 


| I. W. Beeman, for the past five 
years with United Air Lines in 
San Francisco, has been named 
| merchandising service manager of 
the Los Angeles Examiner. 


Langhammer Shifts 


Joseph H. Langhammer, pre- 
viously an account executive with 
Bozell & Jacobs in the agency’s 
Shreveport, La., and Omaha of- 

ek | 
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,fices, has joined R. D. Putnam 
|'Company, Omaha agency. 


The preferred source 
of daily business news 
for management men in 
the nation’s greatest 

industrial area— 
the Central West. 
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dustry, involving some FTC-spon- 
“standards” for testing 
water resistant, shock absorbing 
and anti-magnetic characteristics. 

Anxious to put down in black 
and white just what a watch- 
maker is promising when he uses 
these familiar trade terms in ad- 
vertising, FTC’s trade practice 
rules staff couldn’t find a useful 
definition amywhere, so it de- 
cided to write its own. 

The industry, responding to an 
FTC invitation, offered some sug- 


sol ed 


gestions at a meeting in New 
York, and _ conflicting industry 
definitions were tempered with 


FTC’s own ideas for the proposals 
which are soon to become official. 


Tightens Definitions 

By FTC’s definition, for in-| 
stance, a watch, watch case or 
movement is not to be called 
“water resistant” or “water re- | 
pellent” unless it has been tested | 
for at least 10 minutes in water 
at a pressure equivalent to 50 feet 
depth under normal atmospheric 
conditions. Moreover no guaran- | 


tee may be made directly or in- | 


directly indicating that it will re- 
“water resistant’ or 
“water repellent” capacity | 
throughout its life, or that these | 
haracteristics will not be reduced | 
by wear, or by opening the case | 
for repair or adjustment. 

Equally all-inclusive terms de-| 
fine “shock resistant,” and “shock | 
ibsorbing.” These terms may be | 
used when a watch or watch! 
movement “is protected from 
shocks, concussions, jars, jolts, or | 
accidental blows of at least that | 
degree of damaging potentiality | 
as would be sustained by a watch | 
or watch movement when falling | 
in an unprotected condition upon 
a level solid hardwood floor in| 
any position from a height of four | 
feet.” 

150 Industries Have ‘Codes’ 


At the moment, the FTC trade 
practice rules staff is facing re- 
newed activity, as industry and 
trade association groups demon- | 
strate their interest in this sort | 
of protection over their postwar | 
trading. 
More than 150 different indus | 


Important 
New Books 
for every- 
one in 
Advertising! 


Brush, pen, pastel | 
lettering for posters | 
and reproduction ; | 
solid information on | 
every page $1.00 


Your talent and 
this book are a 
great combination! 
Tells all from 
thumbnails to fin- 


$1.00 


ishes, 


First steps for the be 
ginner . but plenty 
of oldtimers are order- | 


ing it, too! $1.00 


your art dealer or book shop or order | 
directly from 


HOUSE OF LITTLE BOOKS 
80 East 11th St. New York 3, N. Y. 
Sed for our complete book list — FREE! 


© No question about it... sales resulting 
from your advertising in the oil refinery 
field depend upon your success in reaching 
both management and operating men. 


The best single means of reaching these 
two groups which make the refinery buying 
decisions is through the Refinery Section of 
National Petroleum News ...a supplement 
which is a monthly magazine in its own right. 
Its editorial content, covering every phase of 
refinery operation, maintenance and proc- 
esses, is planned and presented to give com- 
plete coverage .. . interesting the man in the 
plant as well as the one in the front office . . . 
and is arranged for high advertising visi- 
bility. Your message faces an important 
article and is exposed to the reader’s eye as 
he reads, thus making certain that your 
advertisement will be seen by the dual 
audience your story must reach. 

Plant your sales message to refineries in 
both minds through a publication which 
assures results from your refinery adver- 
tising . .. a magazine that gives you refinery B, 
operating coverage, plus management! 


NATIONAL PETROLEUM NEWS 
1213 West Third St., Cleveland 13, Ohio 


F 
2 


NATIONAL 


Bea 4 
os 9 ¢ 
a hi? 
a. #2 : 
; € E 
¥ 


2% 
"sigs 
¥, 
Ph 
Fe : 
£5 


PETROLEUM 


"NEWS 


rs 


REFINERY SECTION 


Le ; a . . cee E i i a) Hee oe: hs 
— 
=e 
8 LEE i oe 
An. CTIA -— 
ffic ie ae Ne ae y kasi 
~ wee Evet Da 
tis. | § Rae ynes ; 
to a ’e Mery asin Bus 7 
:7 reese a 
ions es é 
ady | ae o> ae } i 
ray > ae) ” | 
te TR 
SYs- ad So | 
~ | SSD 
next | | we OF ON 
AL Po Chi nna ee 
‘ * Ca MAD “6 ag 
ding So. 38° Tournal ot g- , : 
7 “~ _.— OM merce | 
aes cee . 
’ Sey j = ne br? en 
a el ee 
New an 
zine a 
aes . a ail 
his | ae i A bi “ ™ site . " vue na 
phy, ig Oe: i 
OBS rr ie alll a 
1 to | oe ge i ee —— 7 ae, pa ag 
| eo; — we ait tS % a deg om E: ~~ oo ae 
, Le eee | 
| ro 2 at - “ae — _tieial occa 
Deen | DO ma 4 + eel — \ 
lan- er eee a 
t of | a ae :) 
ply jf} JA " 
nar- | Wo & ae 44 y ia 
inta a. a . o ie a 
ell - ree: coat . Cea ee ie 
rolt, aaa _ _ — i = _ 
yun- <= ee iene one ; 3 : gov ne 
> to . « ; ' i} 
the ie 
d as “ne e — 
om- \\ gt | pai 
the . & he oF = _ ‘ay he — : 
Oke, \ és “a a a F thn * : Ra q oll - r 
= i 9 
hree i . ae ard me : Eo a. re 4 A P. a aie 
r air x Me BZ ey é ee, Be a ,  eaeet 
ee) ee SS ae a 
dulo : ae b. Ae : K aS ~~ ‘ <a 9 a % y 
ot 6 a Rey." = 
me we ¥ SS  — 
and . §s ae : 
_ Of- ' . & ~~, ih 
0 N ae Bra. ee. hae, 
ds! : o 
arket i af 
919. a “4 [ 
IS. Benn gaan SSR ROG gy 
CXVLPYPOO QO OOO KS : : 
ponsteteece, SSNS aR. 
“6 KOSS KIS re 
Iver- Bh Xo SSS - 
‘OS eee eecerereretete. iia 
or OHSS is 
orae 4 4000, = 
“erates fr 2 = 
- XSF rd OD 
rs in Bex xy yn? ks 
ve 0-0-4 z x 4 ai 
>|| OG \ ay — se ; oo si Ss : ie dk ay 46 Z A F. ‘@ . 
ee E be Fico ee 
rep- Xx : ys ued a oe r * é 3 thy ” é ‘ : 
* : . . d | 4 | i ae ir 
1 , PLY j F 
olina - a — 
‘ —_. . . 
hr, mn ee » 
cl): ee . ey | | 
— 
, | pe _ : ‘ ; Cy eee, Ay = 
st ‘ i oe he . i a 3 se . . : ‘ ~ 
< Rete yas Sate Sc : _ 
a Ae neste ee ! 


50 


Promotes Wax-O-Namel 


In an item stating that S. C. 
Johnson & Son’s Wax-O-Namel 
was available to the trade, the 
Nov. 5 AA said “no consumer ad- 
vertising is planned.” According 
to R. H. Van Roo, public relations 
department, the product was fea- 
tured through panels in national 
advertising in 1945 and “will con- 
tinue to be brought to the atten- 
tion of millions of consumers 


through our 1946 schedule.” 


FARM LEADERS 


The farm market is a Permanent 
Market and the 28,188 Farm 
Leaders are Permanent Leaders. 
To sell your product to the Farm Market, you 


must keep your selling story permanently 
before these Farm Leaders thru— 


AGRICULTURAL 


N®P LEADERS’ DIGEST ~ 


139 WN. Clark St., Chicago 2 


pantie 


Armed F'orces 


Major Winthrop Hoyt, with the 
Army air forces for the past three 
and a half years, has rejoined 
Charles W. 
Hoyt Company, 
New York, as 
chairman of the 
board, a new 
office. He will 
work with Ev- 
erett W. Hoyt, 
president. 

Major Hoyt 
entered the Air 
Corps as cap- 
tain in April, 
1942, was com- 
missioneda 


Major W. Hoyt 


major in March, 1944, and later 
served as group intelligence offi- 
cer with the 8th Air Force in Eng- 
land. Prior to entering the serv- 


ice, he was president of the 
agency, a position he held since the 
death of the founder, Charles W. 
Hoyt, in 1928. “ ‘ 


YOU MAY BE ABLE TO GAIN 
2 MILES AGAINST “PROS” — 


BUT_you caw Buck 


INTO WESTERN MICHIGAN ON 
AN “OUTSIDE” BROADCAST! 


The strongest opposing line will occasionally open, 
but not the wall of fading which cuts Western 
Michigan off even from 50,000-watt stations in Chi- 


cago and Detroit! Is that why you haven't been 


getting good radio results from Western Michigan? 


The only way to reach this rich market is to use 


stations inside the barrier. 


A proven CBS combination—WKZO in Kalamazoo 


and WJEF in Grand Rapids—offers complete cover- 


age of Western Michigan with bell-clear signals and 


at a bargain rate. Let us give you all the facts—or 


just ask Free & Peters! 


Hinkle, 
ir period. 


*Clark 
1932 


Bay 


Ureen 


1941 ten-ye 


Pa c kers . 


gained 8,860 yards during 


vs 
$-FOR GRAND RAP! 
” AMD KENT COUNTY 


Both owned and operated by Fetzer Broadcasting Company 
Free & Peters, Inc., Exclusive National Representatives. 


Charles A. Wall, recently a 
colonel in the Army, has returned 
to NBC as administrative assist- 
ant to the vice-president in charge 
of finance. He will handle spe- 
cial financial, personnel and serv- 
ice assignments in addition to as- 
sisting in the supervision of the 
network’s business operations, 

Frank Lualdi, recently with the 
Army, and formerly in the cir- 
culation department of Macfadden 
Publications, New York, has been 
named manager of the chain store 
sales division. 


Stowman to WFIL 


Lt. Comdr. Kenneth W. Stow- 
man, USNR, previously an execu- 
tive with WCAU, Philadelphia, on 
Nov. 26 joins WFIL, Philadelphia, 
as assistant to Roger W. Clipp, 
president. 

Lt. Edgar L. Weibrecht, USNR, 
previously with Firestone Tire & 
Rubber Company, Akron, has 
joined the Cleveland office of Bat- 
ten, Barton, Durstine & Osborn, 
to work on the B. F. Goodrich 
Company account. 

H. Norman Neubert has returned 
to R. H. Macy & Co., New York 
department store, from military 
leave of absence to his position 
of public relations manager. 

Lt. Comdr. Arthur Chadwick, 
with Field & Stream for five 
years prior to entering the Navy, 
has rejoined the magazine on the 
eastern sales staff. 


Spitzer Rejoins Freund 


Erwin Spitzer, recently released 
from the Army, has rejoined 
Morton Freund Advertising 
Agency, New York, as an execu- 
tive. 

Capt. James Morgenthal has re- 
joined Grey Advertising Agency, 
New York, as a member of the 
promotional and merchandising 
staff. 

Erwin H, Klaus, recently with 
the Army’s information and edu- 
cation branch, and formerly with 
Hazard Advertising Agency, New 
York, has been named advertising 
manager of Plumbing & Heating 
Business. 

C. M. Buchanan, account execu- 
tive of VanSant, Dugdale & Co., 
Baltimore, has returned to that 
position after two years as an 
Army correspondent in the C-B-I 
theater. 

Ralph H. Belcher, recently dis- 
charged from the Navy, has been 
named art director of J. M. Korn 
& Co., Philadelphia. 

George B. Vidal, wartime ci- 
vilian public relations officer of 
the Chicago Ordnance district and 
previously with the Sears, Roe- 
buck & Co.’s publicity department 
for eight years, has rejoined Sears 
as publicity director. 

Robert M. Dillett, returned from 
service with the Air Transport 
Command in the C-B-I theater, 
has rejoined William Jenkins Ad- 
vertising, Philadelphia, as copy 
director. 


Named Sales Manager 


Hanford Z. Hight, recently with 
the Navy and formerly district 
manager of Dresser Mfg. Division, 
Bradford, Pa., has been appointed 
sales manager. 

Lt. Comdr. Graham S§S. Mason, 
veteran naval aviator who re- 
sumed active duty in 1942, has 
joined Lewis & Gilman, Philadel- 
phia agency. 

Elmer A. Otte, after three years’ 
Navy service, has joined Western 
Advertising Agency, Racine, Wis., 
as account executive. 

John R. Armstrong, Army cap- 
tain with the Coast Artillery Corp. 
at Fort Monroe, Va., has rejoined 
Russell T. Gray, Inc., Chicago 
agency, as vice-president. 


Wave Returns to Ellis 


Dorothy E. Wells, former Wave 
radio operator, has returned to 
Ellis Advertising Company, Buf- 
falo, as space buyer. 


Frank D. Serio, with the Army| 


since August, 1943, has rejoined 
the production staff of the Buchen 
Company, Chicago, as typography 
buyer. 

Ray Tibbetts, recently returned 
from nearly four years’ Navy serv- 
ice, has been appointed art direc- 
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maken ervan wat we 


BISCUITS 


Toe... wees nu 
niet boos... 


zegt Victorientje. 


Toe, zegt Victorientie, - 
niet boos, wanneer U niet altijd zoo? 
veel Victoria-biscuits kunt krijgen 
als U wel wilt! De fabriek doet wat 
en Victorientje doet dat 
06k, - maar de tijdsomstandigheden 
nopen nu eenmaal cor allerlei nood- 
zakelikke beperkingsmaatregelen. We 


doet U dat nu ook! En laten we 
ons troosten met de gedachte, dat 
dat alles heusch wel weer verandert! 
En... de Victoria-biscuitjes, die er 
zijn, nou... die zija fijn! 


wAl is er dan j 
geen overvioed van onze © 
biscuits”, zegt Victorientje, 
ij maken alles zoo goed 
mogelijk! Wat er van Victoria 
it... dat mag er zyn!” 


erscuirs 


wees nu 


Geldzuivering! 


kunnen... 


Victoria-blik: bet is £2.50 
waard. ‘n Goed idee! 


DAMNED CLEVER, THESE DUTCH—The Victoria biscuits ad (left) in Dutch 
papers in 1943 did not please the Nazi overlords because the stars in the 


dress design reminded readers of the 
the polka dot design shown at upper 


U.S.A., so it had to be replaced with 
right. Now that Holland is free, the 


Victoria mascot wears her star dress again (lower right). 


with the Army air forces, has 
joined the advertising department 
of American Stove Company, 
Cleveland. 


To Aid Cowles 


Philip Kruidenier, former retail 
rotogravure advertising manager 
of the Minneapolis Star-Journal 
and Tribune, has returned as per- 
sonal assistant to John Cowles, 
president, after more than three 
years’ Navy service. 

Lt. Comdr. George Wasey, for 
the past 43 months in the Naval 
Air Corps, and Lt. Dorman C. 
Ingraham, USNR, have returned 
to Erwin, Wasey & Co., New York, 
as account executive and in the 
production department, respec- 
tively. 

Two assistant account executives 
returning to McCann - Erickson, 
New York, are Capt. Fred Roth, 
four years with the Army air 
forces, and Lt. Farish Jenkins, five 
years in the Army. 


Returns to ABC 


Lt. Otto Brandt, for two years 
in the Army air forces, has re- 
turned to the station relations de- 
partment of the American Broad- 
casting Company. 

Lt. Col. Thomas W. DeMint, for- 
mer director of public relations for 


the 6th Service Command, has 
joined the Chicago office of N. W 
Ayer & Son as a representative, 
Also joining Ayer, in Philadelphia, 
is T. Beverley Keim, former Navy 
lieutenant, and previously with 
McCann-Erickson, Los Angeles. 
Maj. Robert E. Button, in the 
Army since 1941, has _ rejoined 
NBC as assistant to Thomas Mc- 
Cray, eastern program manager. 


To Alley & Richards 


Charles O’C. Sloane Jr., for the 
past three years on active duty 
with the Navy, has joined Alley 
& Richards Company, New York. 

Lt, H. Charles Bartnett, USNR, 
and formerly vice-president and 
director of Stern Brothers depart- 
ment store in New York, has been 
appointed publicity and advertis- 
ing director of O’Connor, Moffatt 
& Co., San Francisco department 
store. 

Lt. Thomas R. Ronney, afte 
three years in service, has re- 
joined CBS as sales promotion 
manager of Station WBBM, Chi- 
cago. Prior to duty with the U. S. 
Maritime Service, he was sales 
promotion manager of KMOxX- 
CBS, St. Louis, and previously was 
with Ruthrauff & Ryan, St. Louis. 


tor of Davis & Beaven, Los An-| 


geles agency. 
Lt. Walter G. Hagemann, re- 
leased from the Army air forces, 


has rejoined the Wesley Bowman | 


Studio, Chicago. 
Lt. Donald B, Smith, after three 
years as a public relations officer 


{7 


daytime listeners! 


all other stations! 


ws 


American Broadcasting Co. 


ON TOP! 


Vulcan’s statue looks down from 
Birmingham’s highest peak on 
great furnaces, foundries and mills, 
all producing at top capacity like 
the balance of industrial-agricul- 
tural Alabama...a great market 
that is covered best by WSGN, 
Alabama’s “TOP”’ radio station! 


ToPS with the largest percent of 


TOPS with a morning rating higher 
than the combined rating of 


TOPS with progressive promotion, 
production, programming! 


THE BIRMINGHAM NEWS-. 3% 
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Ad Council Aids 
Vets, Hospitals 
in Postwar Drive 


New York, Nov. 21—Two new 
campaign guides, one on “Vet- 
eran» Assets” and the other on 
“your Hospital Needs Help,” 
reacned advertisers and publish- 
ers this week to explain the Ad- 
vertising Council’s first campaign 
since the end of the war. 

Copy on veterans’ assets empha- 
sizes the need for acquainting the 
public and prospective employers 
with the valuable skills and train- 
ing veterans have acquired in the 
service. 

This campaign has several ob- 
jectives: To sell business on how 
it can use the skills and experi- 
ence of veterans; to sell employ- 
rs on establishing a “Veterans’ 
Employment Program” now; to 
sell the employment of the physi- 
ally handicapped veteran, and to 
ell the fact that many veterans 
vill be able to handle bigger, | 

ore important jobs. 


May Use ‘Drop-in’ Ads 


erman, Southern Laundry & 
Cleaner, Southern Marine Review, 
and Work Boat. 


‘ * ’ 
Oil Weekly’ Expands 
Beginning with the Jan. 7 is- 
sue, Oil Weekly, Houston, Tex., 
will publish “International Fea- 
ture” issues once each month, con- 
taining 24 editorial pages more 
than the regular space devoted 
to foreign developments. Gulf 
Publishing Company, publisher of 


| World Oil Atlas in May, contain- 
ing maps, technical data and 
| travel information, 


To Leave Nash Motors 


fective Jan. 1, as assistant gen- 
eral sales manager of the Nash 
Motors division, Nash-Kelvinator 
Corporation, Detroit, to become 
president of Nash Michigan Com- 
pany, distributor of Nash cars in 
Michigan. No successor has been 


O. L. Arnold has resigned, ef- | 


New Archer Sales Head 


Edwin W. Kaler, former dis- 
| trict sales manager of Talon, Inc., 
| Meadville, Pa., has been made 
|sales manager of Archer Hosiery 
| Mills, New York. 


Made Whitlock Head 
Stewart T. Macdonald, who has 
been elected president of Whit- 


lock & Co., Chicago, publishers’ 
representative, following the 
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corporation. Chris G. Simpson be- 
comes chairman of the board and 
Buxton L. Johnson has been made 
vice-president. 


been with the firm 17 years, has | 


THE SYNDICATE THAT SPECIALIZES 
in COLOR PHOTOGRAPHY 
Any assignment outdoo: or studio. The 
largest kodachrome fila for all illustrative 
purposes. Name photographers only. 
Airmail service. 
THE SHOSTAL PRESS AGENCY 

545 FIFTH AVENUE Tel.: VA 6-5656 


Advertisers are urged to use 
either the full advertisement or to 
run “drop-in” copy in their reg- | 
ilar advertisements. 

The hospital campaign has six | 
principal objectives: To induce 
inactive nurses to go back to the 
iospitals—for full or part time; to 
interest student nurses; to bring | 
ack trained nurse’s aides in 
nany hospitals; to secure more 
jon-nursing personnel; to get 
verybody to take a Red Cross 
‘ourse in home nursing, and to 
ask people not to go to the hos- 
pital if the doctor says they can 
wait. 

Both campaign guides give copy 
uggestions and illustrations out- 
ining the principal themes. 

Ted Bates, Inc., New York, is 
he volunteer agency on the vet- 
prans’ assets campaign, with copy 
being prepared under the super- 
‘ision of Philip Kelly of Car- 
tairs and Allan Wilson as the 
ouncil manager. 

The hospital campaign is served 
y J. Walter Thompson Company, 
Yew York, and the council man- 
pger is Jean Flinner. 


p ‘Fur-Fish-Game’ Rate 
Effective January, 1946, the new 
page advertising rate for Fur- 
ish-Game, published by A. R. 
Harding Publishing Company, Co- 
umbus, O., has been set at $300, 
with a 70,000 net paid circulation 
fuarantee. Previously, the rate 
vas $250 with more than 50,000 
irculation guarantee. 


einers Joins Peace 


Norman H. Meiners, formerly in 
the Chicago office of National 
ransitads, has been appointe 
advertising director of H. L. 
Peace Publications, New Orleans. 
Hie will direct the sales activities, 
Production and sales promotion otf 
Southern Bottler, Southern Fish- 


Su 


| know WFDF Flint needs 


but I gotta write my own 
on nuity for this one.” 


e 


NEW YORK I7, N. Y. 


Oil Weekly, will launch an annual| named. change from a partnership to a 


0-0-0, GOODY! 
DADDY’S COMING HOME TONIGHT! 


... and maybe you think daddy’s not glad too! . . . For a week he has passed up the 5:17 and 


the looked-forward-to evening with his four pals—to say nothing of some good, home- 
cooked vittles...all because of engraving troubles on the Peachbloom campaign... Six 
spreads in four colors .. . Copy, layouts, photos, art, typography—all complete, waiting for 
proof of the first spread from the engraver. Promised “‘first thing in the morning”... That was 
a week ago... And then it came—5:20 P. M.... Huddle broke up at 8 with promises of 
“revises’’ next day at three... delivered at 6... Another huddle, another promise, another 
be-lated flop ... Back to the engravers’ with ‘Fix it or else!” ... Home on the 9:30. Met Jim, 
friendly competitor over at Y. U. S. & O.’s agency. Related sad tale... . ‘Tomorrow morning 
you call up Calumet 4137 ... Rogers. They're the folks who've done Morton's, General Mills, 
Carnation, Monsanto and a lot of others for years,” said Jim.... Ten next morning another 
kind of huddle with an engraver who left in an hour with all five of the remaining Peackbloom 


spreads. Delivery schedule O.K. Price within appropriation. ... Daddy gets the 5:17 tonight! 


ROGERS ENGRAVING COMPANY 


MASTER CRAFTSMEN OF PHOTO-ENGRAVING 
Adolph F. Buechele, President 


2001 CALUMET AVENUE + Phone CAL 4137 + CHICAGO, ILLINOIS 
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Bank Inaugurates | 
Time-Pay Credit 
Plan for Shopper 


Buffalo, N. Y., Nov. 20.—Buffalo | 
Industrial Bank has inaugurated 
a new credit plan which ends the 
responsibility of store operators | 
for their customers’ credit stand- 
ing. 

The system, called the “Bank- 


NO USE TURNING 
CUSTOMERS AWAY 


And got zor may If You 
oing jus at. 
There's a 7 billion eo 
dollar market you and Sell 
could encourage COSMETICS 
simply by lettings 
these — e know you'd welcome their 
business. For the Negro looks to his race 
press for guidance. Your advertising in 
the Negro papers can earn his confi- 
dence, good will and regular patronage. 
But whether your product is cos- 
metic, food, drink, wearable, or any- 
thing else, it will pay you to write to 
Interstate United Newspapers, Inc., 545 
Fifth Ave., New York, for the facts on 
the success stories built out of reach- 
ing this great and growing market 


|the bank, which decides 
‘amount of instalment buying he| 


|/renewable annually, 


An 
'dealer is signed by the customer. | 


| way Plan,” puts it up to the in- | 
'dividual to establish his credit at | 
what | 


can do. He receives a credit card, | 
and a di- 
rectory of participating 
instalment contract with the} 


The contract is sold to the bank, | 


| which collects the instalments | 
| plus 


interest at bank-financing 
rates. 
Approximately 200 dealers, who 
merchandise such major products 
as automobiles, appliances, fur- 
niture, boats and airplanes, are 
participating in the plan. 


Jergens Changes Shows 
Andrew Jergens Company, Cin- 
cinnati, on Dec. 2 is discontinuing 
the 45-minute “Hollywood Mys- 
tery Time” on American Broad- 
casting Company, at the same time 
expanding Louella Parsons’ pro- 
gram for Woodbury soap from five 
minutes to the quarter-hour 9:15- 


9:30 p.m., EST, Sunday. Walter 
Winchell continues for Jergens, 
9-9:15 p.m., EST. Lennen & Mit- 


chell, New York, is the. agency. 


THIS I$ 100 GOOD 
T0 AEP 


EVEN UNDER A T 


% The Houston Post led 


in retail grocery lineage! 


that means? 


* 


EN GALLON HAT! 


the nation during 1944 


! Do you know what 


It means that the local merchants who know 


the market best and have an accurate check on 


advertising returns, 


the Post. 


bulk their advertising in 
Actual proof that Post advertising 


gets you more for your money! 


The Houston Post is 94.6% 


mailed... 


The Post carries 25 of 
strips in America. 


door delivered or 


a family-read newspaper. 


the most popular comic 


It’s the only Houston paper carrying a complete 


market page and offering both Associated Press 


and United Press news dispatches. 


HOUSTON IS A RICH MARKET 


x * 


tunity for the alert 


customers with $260,000,000 to spend yearly! 


has proven itself as the 


great market. Try the 


advertiser . . 


Housten is a rich. expanding market of unusual oppor- 


. over one million 


The Post 


best medium for reaching this 
yy. ae 


and you too will find 


that you get the most from the Houston Post. 


Represented by Burke, Kuipers & Mahoney, Inc. 


THE HOUS 


First in the 
in City 


TON POST 


Texas Morning Field 
and Suburban Circulation 


deniers. pone TREND 
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he GENERAL WOMEN'S STANDARD 
o—i945—.__ 1944 c— 1945 —. 1944 aa 945— 944 
N \ AG WA | N fb OCT. NOV NOV OCT NOV. NOV, OCT. NOV. NOV 
1,200- 1,600 - 50 - 
1,100 — 1,500 - 40 - 


1.000~ 


UAW Ads ‘Sell’ 
Wage Demand 
fo General Public — 


Reuther Leads Drive 
to Win 30% Increase 
from General Motors 


Detroit, Nov. 21—Never before 
in the history of American union- 
ism has a workers’ organization 
made so strong an effort to enlist 
public sympathy and support as 
has the United Automobile Work- 
ers (CIO) in its current battle 
with the automobile industry in 
general and General Motors Cor- 
poration in particular. 

The degree to which the wage 
tiff has been carried to the gen- 
eral public, both in advertising 
by the union and corporation and 
in newspaper and magazine col- 
umns and in radio newscasts, is 
reflected directly in the fact that 
the 30% increase sought in 
workers’ pay envelopes has taken 
on the aura of a national battle- | 
cry by unions other than the UAW | | 
or even its CIO affiliates. 

This largest (although the war rs | 
end has made inroads in its paid- | 
up membership) and youngest of 
the CIO unions can be said to 
have established a_ precedent 
among labor organizations, if its 
utilization of advertising serves as 
any criterion. 

General Motors, striking back 
at the UAW in newspaper ads ap- 
pearing on the eve of the union’s 
strike call, assailed ‘“‘that kind of | 
reasoning” which holds it should 
pay higher wages out of funds 
saved “to expand capacity, create 
more jobs and provide greater 
values.” 


Sells Self to Public 


Through newspaper insertions, 
radio spot commercials and street 
car cards here, the UAW is spend- | 
|ing more money than ever before 
|in an attempt to “sell’’ its position 
ito the general public. Advertis- | 
{ing techniques and principles in- 
|digenous to and familiar in the | 
ads of toothpaste and mouthwash | 


|makers, cereal and soap producers, 
|are to be found in the UAW wage- | 


|increase ad campaign. 
From time to time, as occasions 
arose, the auto workers’ union em- 


<4 
Complete plants in TORONTO - MONTREAL - WINNIPEG 


| insatiable demand for 


1,400 - 
1,300 - 


OUTDOOR JUVENILE WEEKLIES 

o—945—, 1944 owa—i95s-— 1944 r— 1945 — 1944 cw 1945— 1944 

OCT. NOV. NOV. OCT. NOV. NOV. SEPT. OCT. SEPT. OCT. NOV. Nov 
140 - 50 - 1,900 - 360 - 
130 - 40 - \ 1,800 - 
120 - 30 - 1,700 — 
NO - \\ 20 - \ 1,600 - 

\ \ 


ployed advertising in newspapers 
here to explain its stand during 
many prewar strikes. The effec- 
tiveness of this advertising, how- 
ever, was questionable, reduced 
in potency by a public aversion 
to any strike, whatever the rea- 
son for it. There is nothing un- 
canny, therefore, in the fact that 
the UAW decided to launch an 
advertising campaign before, 
rather than during, a strike. 


Cite Proof of Effectiveness 


Aside from the worth of pub- 
licity in newspapers, magazines 
and radio commentaries, of which 
they have been cognizant from 
even the earliest days of the UAW 
in the Detroit industrial area, the 
union executives have become in- 
creasingly aware that advertising 
—in the straight-selling sense— 
may be that particular force in 
creating and coaxing public opin- 
ion to pro-unionism which has 
been utterly lacking and even ig- 
nored in all previous disputes 
with automobile companies, 

And evidence, in the form of 
letters and other communications, 
is voluminous that the union’s ef- 
forts to gain public eye and ear 
first, then its support, through ad- 
vertising has paid off. So ApvEr- 
TISING AGE was told by a source 
directly connected with the UAW’s 
| wage-increase promotion. 

The union has been running a 
series in one of the Detroit news- 
papers of column-long advertise- 
ments. Captioned “Facts— The 
UAW Story,” the copy is point- 
edly terse but not especially per- 
suasive. Accompanying art is con- 
fined to small cuts depicting, for 
example, a housewife and an an- 
imated envelope tagged ‘“Take- 
Home Pay,” seated at a _ table, 
dreaming of automobiles and re- 
frigerators—and brooding over the 
cartoonist’s conception of a pile 
of unpaid bills. 


Retailérs Get Warning 


“What is the UAW-CIO fight- 
ing for?” the ad asks. “The UAW- 
CIO fights to restore take-home 
pay for members and non-mem- 
bers alike.”’ Appeal is also made 
|/to merchants with the admonish- 

ment and reminder that “. .. at 
least 67 cents out of every dollar 
in the auto workers’ pay envelopes 
goes directly into Detroit cash reg- 
isters. When the worker has less 
money to spend, the dangerous 
downward spiral to deflation, de- 
pression and the horrors of un- 
,employment has begun.” 

By way of counteracting be- 


\liefs that the UAW seeks to re-| 
copy asserts | 


strict productivity, 
that it “fights for full production” 
and that it insists that “America’s 
goods and 
services can absorb all that our 
industrial plants can produce.” 
This particular 
tions has just been terminated, 
but it is possible that something 


uled later. 


Land on Front Pages 
Fantastic or not, the union’s 
claims that General Motors can 
increase its workers’ wages by 
30%, maintain 


NI 


CANADIAN — 


automobiles and still reap a tre. 
mendous profit have been cleverjy 
couched in front-page terms—anj 
that’s exactly where the UAW 
wants them. Walter P. Reuther| 
UAW-CIO vice-president and hea 
of the union’s GM department, ; 
probably the most widely-pub. 
licized of all the UAW executive; 
not barring Richard T. Franken 
steen, another vice-president anj 
recently-defeated candidate in De. 
troit’s hottest mayoralty election, 

Mr. Reuther, some impartial 
observers here feel, has at this 
particular point out-maneuverej 
General Motors in the dailies. F 
example, at the outset of the wage 
negotiations several weeks 
he demanded that members of 
the press be admitted to the GM- 
UAW sessions. Reporters never 
have been invited to such talks 
in the past, and almost everybody 
concerned knew this save the gen- 
eral public which, as a result, 
was administered a big dose 
seeing corporation representative 
refuse to continue the wage talk 
in the presence of the press. 


ago, 


Holds Press Conferences 


Following up his advantage 
Mr. Reuther forthwith announce¢ 
that he would hold press confer: 
ences after every session wit 
GM. With an eye no doubt to the 
results therefrom for the UAW 
General Motors spokesmen a? 
turned the tables and began al 
lowing themselves to be _ inter, 
viewed and quoted in after-session 
talks with newsmen. 

Another popular stand taken }) 
Mr. Reuther is that of accusing 
the company of deliberately seek- 
ing to create a situation to ge 
higher prices for new automobiles 
By implication, he draws a pi 
ture of the company—one of th¢ 
world’s largest corporations—mak 
ing huge wartime profits and a 
tempting to continue into thé 
postwar period a similarly hid 
rate of return while cutting ! 
workers’ wages. 

The eventual outcome o! thé 
running battle in the pres 
tween the company and the 
is still in doubt, but there 
doubt at all, observers say 
the UAW’s public relations )0 
during the dispute has enh: nce 
its prestige in the eyes 0 
American public—a big jc? ! 


inla! 


series of inser- | 


along a similar vein may be sched- 


1942 prices on its | 


itself. 
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A GOOD MARKET 


17.6 5Q wace EArne®s 
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ore Informative 
abels Suggested 


for Plastic Goods 


w York, Nov. 22.—The So- 
of Plastics Industry has pub- 
ished an eight-page booklet, “In- 
ormative Labeling,” containing 
uggested descriptive labels which 
ndustry members are urged to 
ndapt for their own use in the 
nterest of aiding consumers in 
sing plastic goods properly. 
Prepared by the SPI informa- 
ive labeling cornmittee, headed 
by D. Gray Maxwell, Waterbury 
mpanies, Inc., the booklet as- 
erts that informative labeling in 
he textile and other fields has 
hown its value by enabling buy- 
prs to use products properly, and 
ints out that much demand has 
een voiced similarly for addi- 
ional information on plastics or 
yart-plastic articles. 

The guide contains a series of 
‘basic descriptions’ of various 
jlastics used in consumer goods, 
nd urges SPI members to use the 
uggested descriptions “as the 
tarting point for different labels 
9 meet particular needs.’ It does 


N 
iet’ 


hot offer suggestions as to whether 


labels should be in the form of 
jecals, seals, tags, or inserts. 


rosley Appoints Mahan 
.P. and Gen. Sales Mgr. 


S. D. Mahan has been appointed 


ice-president of Crosley Corpo- | 


Cincinnati, and _ general 
sales manager 

f the manu-} 
facturing divi- § 
sion. He will @ 
ave charge of 
all commercial 
activities, in- 
‘luding export 
and domestic 
ales, advertis- 
ing and service. 
Mr. Mahan 
‘ame to Cros- 
ey in 1943 
after spending 
two and a half 
years with the 
Treasury De- 
partment as director of adver- 
tising and promotion for the war 
bond program and as _ associate 
mational field director in charge 
of war bond and stamp sales 
through retailers and newspaper 
boys. Previous to that, he was 
general advertising manager of 
Westinghouse Electric Company, 
vice-president of Fuller & Smith 
& Ross, and account executive of 
H. K. McCann Company. 


ration, 


S. D. Mahan 


Egolf, Brown Named 
Bio NAB Positions 


Willard D. Egolf, director of 
public relations of the National 
Association of Broadcasters, has 
seen named special counsel to the 
NAB, a position which he has 
filled to a large extent with the 
association but to which he will 
how devote full time. 

J. Allen Brown, general man- 
ager of WFOY, St. Augustine, 
Fla, on Dec. 1 becomes assistant 
director of broadcast advertising 
lor the NAB, concentrating par- 
ucularly on the problems of small 
market stations, as well as on 
additional retail radio advertis- 
ing 


4 


Appoints Close 


George D. Close, Inc., has been 
appointed national representative 
Of the Enterprise, Chico, Cal. 


AUTHORITY 


writers for American Restaurant Maga- 


ire the industry's outstanding authorities 
eonore D. Freeman, quantity food stylist; 
Alice Cline, practical menu planner; 

‘ s Wagner, kitchen engineer, and many 
Your advertising surrounded by such 

rity shares their prestige, guins buyers 


Write for details of merchandising 


5 SOUTH 
WABASH 
AVENUE, 
CHICAGO 

3, ILL. 
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Prelle Reopens Office 
and Regains Accounts 


The F. W. Prelle Company, 
Hartford, closed while Mr. Prelle 
served in the armed forces, has re- 


Messler Named V.P. 


John Messler, formerly a part- 
ner in Riordan & Messler Com- 
pany, Los Angeles, has been made 
vice-president and copy chief of 
Leon Livingston Advertising 


large appropriation has been set 
aside for cooperative newspaper 
advertising with dealers to mer- 
chandise General’s new premium 
tire when restrictions on the use 
of real rubber are lifted and pro- 
duction gets under way. 


Paaren to Modern Maid 


Herbert E. Paaren, formerly a 
WPB official, has been appoint d 
director of production of Mode in 
Maid Company, Chicago. 


opened, and will again handle | agency, San Francisco. ae 
former accounts, inciuding Wire The re ‘ meas = = 

Rope Corporation of America, Beqi Ti Ads Joins Homer Griffith = + 
Noble & Westbrook, M. Swift & | 2@9QiNS i1re David A. Williamson, formerly , 

Sons (gold products), and Silent General Tire & Rubber Com-| with Don Lee Broadcasting Sys- IN THE 
Glow Oil Burner Corporation | pany, Akron, O., has begun a series} tem and KFRC, San Francisco, JEWISH 

These clients have been handlec | of five advertisements in news-/|has joined the staff of Homer FIELD | 
for the past four years on a trans- | papers upholding the worth of| Griffith Company, radio station : == 

fer basis by Baker, Cameron | tires made from real rubber, as| representative, as manager of its| pewrep IN OIANAPOLI A 
Soby & Penfield, Hartford. against all-synthetic varieties. A|San Francisco office. (N EWSLISH INDIANA 

me Lee = ie aD ” 


FRICTION warERiA, 


Covers the 19 Southern 
and Southwestern States 


5 CO.- CHARLOTTE. Wc 
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LEADING 
BRAKE LINING MANUFACTURERS 
COVER THE SOUTHERN MARKET 


ISSUE 


ANY 


These leading brake lining manufacturers 
use the pages of Southern Automotive 
Journal, month after month, to keep their 
messages before the South’s distributors, 
dealers, garages and larger service stations. 
Only Southern Automotive Journal with 
18,500 A.B.C. circulation provides adequate 
coverage of the South and Southwest— 
America’s fastest growing automotive 
market. 


SOUTHERN AUTOMOTIVE JOURNAL 


W. R. C. SMITH PUBLISHING COMPANY 
Grant Building Atlanta 3, Georgia 
A.B.P. and A.B.C. 
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Down-to-Earth 
Assistant to 


ADVERTISING 
MANAGER 


If you can offer us a basic knowledge 
of agronomy, fundamental experience 
in advertising and an absorbing de- 
sire to harness them in a job of un- 
usual interest—we can offer you a 
moderate salary, an exceptionally co- 
operative group of associates and an 
opportunity limited only by your am- 
bition, ability and initiative. Location, 
New York City. 


To fit, you will probably have gone 
to an agricultural college or had 
equivalent practical farm experience 
—you should have worked in an ad- 
vertising department sufficiently lon 
to be Yamiliar with the rudiments o 
its mechanics—and possess an ability 
to write interesting copy saturated 
with sincerity—you need not be an 
artist but you must have inherently 
good ste. Consider me your pros- 
pect. Write ‘direct mail" letter sell- 
ing your qualifications. Address my 


home. 
R. G. Rockwell 


White Oak Shade, New Canaan, Conn. 


Agency 
LAYOUT MAN 


WANTED 


Splendid opportunity for right 
man in fast-growing, medium- 
size industrial agency — located 
in Minnesota's Twin Cities where 
living is always enjoyable. Must 
be a good idea producer and 
capable of doing clean visuals 
on national space, folders an 
booklets. Interesting accounts. 
Let us know the jobs you've 
held, type of accounts worked 
on and your ideas about salary. 
Interviews will be arranged. 


Box 6327, Advertising Age. 100 
= E. Ohio St., Chicago II, 


THE ADVERTISING MARKET PLACE 


Advertising Age, November 26. 19, 


The rates for this department are as follows: “Help Wanted,” “Positions Wanted,” “Representatives Wanted,” 


and “Representatives Available,” 50 cents a line, minimum charge $2. 


spaces per line; light body face 34 per line. Box numbers add two lines. 


Wednesday noon preceding publication date. 


Figure bold face heads 25 letters and 


Terms cash with order. Forms close 


Display advertisements take card rates. 


POSITIONS WANTED 


POSITIONS WANTED 


HELP WANTED 


Young woman, 7 yrs’. publishing 
exp., desires responsible production 
job. Thorough knowledge of offset 
and letterpress printing, magazine 
and book production, buying of 
printing, type, and engravings; also 
editing and rewrite. 

Box 7804, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
Naval Officer Just Released 
College Graduate with Copy, Sales 
Promotion and Market Research ex- 
perience seeks position with ade- 
quate starting salary and bright fu- 

ture. 
Box 7813, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill, 


MARKET RESEARCH—tThree years 
field experience: Good background, 
willing to supplement work with 
additional studies. College grad. 
Advertising. Veteran, 30 years, mar- 
ried. Desires agency position, New 
York. 
Box 7805, ADVERTISING AGE 

330 -W. 42nd St., New York 18, N. Y¥ 


PUBLISHERS PROBLEMS 
DESIRE 


Successful business organizer and 
successful builder of advertising 
volume, now out of army, would 
welcome a meeting with publisher 
of business, technical, professional 
or trade. magazines. B.*S._Degree 
with courses in Civil and Military 
SIngineering, Natural and Experi- 
mental Philosophy, Mathematics, 
Chemistry, Physics, Electricity, Min- 
eralogy and Geology, Mechanical and 
Free Hand Drawing, French, Span- 
ish and English, and History. Com- 
mon, International and Military 
Law. 

Successful also in selling several 
consumer products through jobbing 
and retail channels of distribu- 
tion. (Fields; building, automotive, 
industrial and food.) Understands 
net value of advertising and how to 
use it effectively. Agency experience. 
As president of small established 
agency quadrupled billing within 
two years. Account executive later 
for one of the biggest names in ad- 
vertising with one of the oldest and 
largest advertising agencies. As a 
preliminary to an interview please 
address. 


Box 7803, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


OUTDOOR ADVERTISING executive, 
with over ten years contact and field 
experience, seeks position with pro- 
gressive agency. 
Box 7807, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


SCRIPTWRITER—Army officer, 32, 
just being released. Radio plays and 
daytime serials are my forte. I’ve 
also proved my worth in publicity. 
I am thoroughly familiar with broad- 
casting through agency, trade jour- 
nal and network staff experience. I 
am an imaginative creator who be- 
lives that effective selling combines 
showmanship with sound merchan- 
dising. I'd like the chance to build 
your shows and/or sell them. 


Box 7809, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Available For Permanent Position— 
Experienced Advertising And Pub- 
licity Manager. Has performed, 
planned, and directed all forms of 
advertising activity—consumer, trade 
and industrial—including display 
advertising, direct mail, style shows, 
industrial exhibits, displays, tags 
and labels, publicity, booklets, lec- 
tures, motion pictures, slide films, 
house organs, dealer cooperation, 
market development. 


Box 7808, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y 


HELP WANTED 


FRED J. MASTERSON 
Advertising & Publishing 
Personnel 
Placements of all types with leading 
organizations. 

185 N. Wabash Ave., Chicago 


Make your own future. Production 
manger needed, small but growing 
New England agency. Long produc- 
tion experience unnecessary; vet- 
eran preferred; some layout or art 
background, interest in learning ad- 
vertising desirable. Must be will- 
ing, adaptable. Write giving train- 
ing, experience, references, salary. 


Box 7781, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING & PUBLISHING 
All types of Positions 
Placements anywhere in the 
United States 
GEORGE WILLIAMS—Personnel 
209 S. State St., Har. 2063, Chicago. 


Discharged Navy Lt. wants copy, 
contact Midwest agcy. Former 4A 
agey.; nat’l. advertiser newspaper, 
mag. editor. Studied art, photog. 
Knows media, production. Married. 
Box 7806, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ARTIST—Experienced in layout and 
finished work. Permanent position 
with future in growing advertising 
agency. Five day week. Salary based 
on ability. Phone Whitehall 4346. 
Allan D. Parsons Advertising, 646 N. 
Michigan Ave., Chicago 11, Ill. 


5,000 WATTS 
AT 800 KC. 
DAY AND NIGHT 


Meet 
Bud LYNCH! 


— OUR 
SPECIAL-EVENTS 
DIRECTOR 


J. E. Campeau, Managing Director 


@ Formerly a member of our staff, Bud enlisted in the 
Canadian Army, rose to the rank of Captain and was a 
casualty in the Normandy Invasion, ETO. After his re- 
covery he filled major radio assignments for the Army 
until his honorable discharge two months ago. Capt. Lyrch 
will direct all CKLW special broadcasts in the interest of 
on-the-spot special events, public service and welfare, and 
wherever this station can be an instrument of good for 
the community. 


In The Detroit Area, It's 


Adam J. Young, Jr., Inc., Nat'l Representative 


MUTUAL 
BROADCASTING 
SYSTEM 


WANTED 
ADVERTISING MANAGER 

to direct all advertising activities 
of nationally known company with 
over 300 local offices and advertis- 
ing budget running into seven fig- 
ures. A splendid opportunity for 
the kind of manager who wants his 
advertising to produce immediate 
sales. Not a mail order business 
but mail order experience should 
be useful. Good salary and fine fu- 
ture for right man, age 35-45. Lo- 
cation Chicago. Replies will be held 
strictly confidential. 


Box 7787, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Assistant to Advertising Manager of 
feds me New York manufacturer. 
opy and production ability required. 
Younger man preferred as he will 
work with young, aggressive de- 
partment. Please write fully, stat- 
ing salary requirement. 
Box 7800, ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y. 


Salesman wanted on es 4 basis 
plus liberal commission. High grade, 
experienced, executive type who can 
sell proven business idea linked with 
a postwar product in the electronic 
recording field. No engineering ex- 
perience necessary but ability to 
reach and interest executives essen- 
tial. Location Chicago. This is un- 
usual opportunity for experienced 
advertising salesman or one with a 
merchandising and specialty sales 
background. 


Box 7801, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


REPRESENTATIVES AVAILABLE 


Chicago Sales office can efficiently 
represent one more trade or class 
pubn. in Mid-West. Wide acquaint- 
ance, Commission. 
Box 7802, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


MISCELLANEOUS 


Private party wants to buy Winsor 
Newton brushes Nos. 1, 2, 3, 4. Write 
Umland, 1515 Arc Way, Burlingame, 
California. 


SALESMAN — 
ADVERTISING DISPLAYS 


Versatile line of lithographed card- 
board and wood units. Some excellent 
big money-making territories still 
open. This organization renowned for 
unusual designs, unique construction. 
If you have a clilentele of top-filght 
national advertisers and you're having 
trouble getting production from the 
organization you now represent, then 
by all means investigate this ad. In- 
clude present yearly sales volume, 
age, availability, and preferred terri- 
tory in your correspondence. L. A. 
Sauer, Display Corp., 357 E. Erie St., 
Milwaukee 2, Wis. 


BUSINESS PAPER 
SALESMAN 


We have an opening for a salesman to 
work out of New York. Previous space 
selling experience is most desirable but 
“space peddling” will not be considered 
as real sales experience. This job re- 
quires more than the knowledge of how 
to read a rate card and a circulation 
statement because such "knowledge" will 
not get out of this territory the volume 
we expect in the industrial development 
before us. Real sales skill is needed to 
reach the mark we have set on this oppor- 
tunity. The salesman selected will be asso- 
clated with other men of this type on a 
well-established business paper. Write Box 
6317, Advertising Age, 100 E. Ohlo St., 
Chicago I1, Ilinols. 


WIDEAWAKE 
OPPORTUNITY 


To direct the compilation of an an- 
nual industrial directory of long estab- 
lished reputation. This is a good- 
paying, pleasant, full-time job super- 
vising an existing staff of trained 
compilers. You will find the man- 
agement receptive toward all ideas 
to increase usefulness of the directory 
as a buyer's guide and advertising 
medium. Permanent position at a 
good salary. Address Box 6322, Ad- 
vertising Age, 100 E. Ohio St., Chi- 
cago II, Illinois. 


Advertising Man 
with industrial background with di- 
rect mail selling, write copy for trade 
papers, sales letters and catalog 
sheets for Commercial Laundry & Dry 
Cleaning Specialty Machinery Manu- 
facturer — Old Established — selling 
nationally through Established dis- 
tributors. Samples and complete de- 
tails. 

Box 6323, Advertising Age 


100 E. Ohio St., Chicago 11, Ill. 


Needed! 


IDEA 
LAYOUT MAN! 


We need an idea-person wth 
outstanding layout ability 
and experience in top-notch 
advertising design. Respon. 
sibilities, in this position, wil| 
include: 


|. Designing and styling 
formats for important 
6-month campaigns in. 
volving: fashion, youth 
operation, major ap. 
pliances, furniture, 
men's advertising. 


2. Designing and styling 
idea-campaign on an 
institutional (or  cor- 
porate) basis. 


If you qualify, please send 
letter giving us complete in- 
formation, including age, ac- 
counts handled and _ salary 
requirement. Also send sam- 
ples of your work, both fin. 
ished ads and original lay- 
outs. This position must be 
filled immediately. 


MARSHALL FIELD & 
COMPANY 


Chicago, Illinois 


WE WANT AN 
ADVERTISING MAN 


who is familiar with the use 
and application of optical in- 
struments to prepare public: 
ity, technical articles, catalog 
copy, etc. Write, giving com- 
plete details on experience to 
Employment Office, Bausch & 
Lomb Optical Co., 635 St. 
Paul Street, Rochester 2, N. Y. 


EXPANDING AIRLINE 
WANTS GOOD MEN! 


Here's a growing airline with severe 
good posts to fill with capable news 
writers with a flair and feeling for pub 
licity and promotion. We can't encour 
age fellows who simply have aspirations 
and no actual experience. But we ca‘ 
give every encouragement to those who 
know the value of news, how to prepare 
and disseminate it. Positions wil! bé¢ 
$4800.00 annually and under. If you're 
personable and want to do some ‘ar? 
work in a field with a real future te! 
us all about yourself. Give local pone 
numbers and your basic salary needs 


Box 6324, Advertising Age 
330 W. 42nd St., New York i N 


a 


New York Representat on 
Available 


Executive with sales, merchanc sing 
and promotional advertising b»c' 
ground available as New York r pre 
sentative for publication, manufe 
turer or service organization. Vice 
acquaintance with advertising «9° 
cies and manufacturers in consume! 
product field. Highest bank, bu: ne 
and character references. Have «ffic¢ 
in desirable section mid-town a" 
hattan. 


Box 6328, ADVERTISING AGE 
330 W. 42nd St., New York 18, N.Y: 
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Reveals Plans for 

New Video-FM Magazine 

. monthly trade publication in 
FM field will make its ap- 
ance in January, according to 


Ma tin Codel, president of Tele- 
New 


casing Publications, Inc., 

York, a new publishing firm spe- 
cializing in the television and fre- 
quency modulation fields. Mr. 
Codel also heads the Radio News 
Bureau, Washington, D. C., which 
publishes “Television Digest & FM 
Reports,” a weekly newsletter. 
Stockholders and directors in the 


new ficm include Caldwell-Clem- 
ents, Inc., publisher of Electronics 
Industries and Radio & Television 
Retailing, headed by Dr. O. H. 
Caldwell and Maurice Clements, 
and Col. Egbert White, vice-presi- 
dent of Batten, Barton, Durstine 
& Osborn. 

Telecasting Publications’ head- 
quarters are at 103 Park Ave., 
New York, with a branch office in 
the TV-FM building, 1519 Con- 
necticut Ave., N. W., Washington. 


Westinghouse Enters 
Electric Heating Field 


Westinghouse Electric Corpora- 
tion has entered the field of elec- 
tric heating for homes, with 
manufacturing headquarters in 
Emeryville, Cal. Under the terms 
of a license granted by the Wesix 
Electric Heater Company, San 
Francisco, Westinghouse has ac- 
quired the right to use the basic 
principles involved in the design, 
construction and control of unit 
type electric heaters. 

Models comprising the new line 


will range from a portable 1250- 
watt, 110-volt floor unit to four- 
kilowatt, 220-volt floor and wall 
models. All of the 220-volt units 
will have built-in automatic ther- 
mostatic control. Volume produc- 
tion is expected to begin soon. 
Stuart L. Forsyth has been named 
sales manager of the new home 
heating section. 


Joins Food Group 

Walter S. Overton, former ex- 
ecutive assistant to Vernon 
Brooks, advertising director of the 
New York World-Telegram, has 


been named general manager of 
the Cooperative Audit of Food 
Distribution, New York group 
which measures the distribution 
of selected food products in major 
markets. 


Colonial Films Formed 


Colonial Film Productions has 
been formed in Culver City, Cal., 
to book and distribute motion pic- 
ture films for television, minute 
movies, sales training and enter- 
tainment purposes. It is headed 
by Charles S. Brown, former ad- 
vertising director of RCA Victor 


ADVERTISING or 
ASS'T. SALES MGR. 


Available on or about January 15 


Aggressive, experienced man qualified to 
head Advertising and Sales Promotion 
Department or serve as assistant to a top 
Sales or Merchandising executive. Suc- 
cessful record in developing and working 
with direct salesmen, dealers and distrib- 
utors. Have planned, created and carried 
out successful spot radio, trade and farm 
paper campaigns. Excellent record in ef- 
fective use of direct mail. Experienced 
in coordinating advertising and sales ef- 
forts; in handling fair and convention 
displays, promotional sales helps, sales 
contests, advertising agency contact. Have 
served for past 28 months as Navy Lieu- 
tenant assigned to important phase of 
Naval Aviation Training Program. Age 
36, college graduate, married. Salary 
$7800-$8500. 


Box 6325, Advertising Age 
330 W. 42nd St., New York 18, N. Y. 


Nationally famous manufacturer 
selling through jewelry stores 


WANTS A 


DIRECT MAIL 
SPECIALIST 


@ Must have ability to origi- 
nate sparkling direct mail 
ideas that command atten- 
tion, get results. Also capac- 
ity to administer, follow-up 
details of busy department. 
Write fully (in confidence) 
about yourself, your experi- 
ence and salary expecta- 
tions. Or if you know a 
serviceman who qualifies, 
please ask him to apply. 
Box 6329, Advertising Age, 100 
E. Ohio St., Chicago 11, Illinois. 


AIRLINE 
OD MEN! 


rline with sever 
vith capable news 
d feeling for 
We can't encour 
ly have aspiraeti 
ence. But we car 
nent to those 
vs, how to prepare 
Positions wil! bé 
under. If your 
to do some ° 
a real future fe 
Give local 5 
sic salary needs 


itising Age 
w York 18, N. Y. 


sresentat on 


ible 


s, merchan 
dvertising b 
New York © 
cation, mar 
janization. 
advertising 
rers in con 
est bank, bu 
inces. Have 
) mid-town 


sing 

ck 
pre- 
ifac- 
Vide 
gen- 
smer 
ness 
fice 


an- 


ATISING AGE 
ew York 18, N.Y: 


An unusual opportunity for a 


YOUNG ADVERTISING 
SALESMAN 


A mid-western business paper pub- 
lisher has an opening in its New York 
office territory for a young man who 
has had (a) either some trade expe- 
rience or (b) some mechanical expe- 
rience and consequently would have 
en understanding of the industries we 
cover. He should be in his late twen- 
ties or early thirties. This is a most 
unusual opportunity to develop a real 
f.ture for himself. Tell us about your- 
\f and your experience, married 
satus, schooling, and salary expected. 
° 
Box 6330, Advertising Age 
0 W. 42nd St., New York 18, N. Y. 


ADVERTISING MANAGER 


"@ opportunity for experienced man 
th large wholesale, general merchan- 
sing firm. Prepare circulars, ads, etc. 
cod salary. Write fully, including 
ary. Box 6331, Advertising Age, 100 
Ohio St., Chicago II, Ill. 
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division of Radio Corporation of 
America and of National Broad- 
casting Company, and by Colin 
MacDonald, producer, writer and 
composer. Offices are at 11520-2 
W. Washington Blvd. 


Hamel Promoted 

Kenneth A. Hamel has been ap- 
pointed publicity manager of the 
glass container division, Owens- 
Illinois Glass Company, Toledo, O. 
Previously, he was assistant mer- 
chandising manager of the com- 
pany’s beverage and dairy con- 
tainer sales divisions. 
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a copy of our 40-page 
book “28 Business Leaders 
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*“BIPS” Product information Pass- 


ers—that describes alert, active 
chain store managers. What hap- 
pens between them and consumers 
is the pay-off of manufacturing, 
packaging, merchandising, adver- 
tising—the climax of all the vital 


product operations from plant to 


purchaser 


These chain store managers serve 


manufacturers in three important 


ways: 


@ Chain Store Managers re-order 
merchandise of all types. Whether 
the chain store re-orders one case, 
a gross or a dozen depends on the 
quantity they specily in their order 
blanks. In grocery, drug or variety 
chain stores the figure put down by 
the store manager decides the issue. 


@ Chain Store Managers can decide on displays 
—how much goes into a window or counter dis- 
play—where the display goes 


@ Chain Store Managers — and through them 
their salespeople—sell products to consumers and 
pass along product information 
contacts 


fo consumer 


These Chain Store managers have always been the backbone 
of Chain Store Age's readership Now, more than ever before, 
these store “Decision Men” seek know-how, learn new ideas 
through Chain Store Age editorial features, keep posted on 
latest product news, company plans, research, etc., through 


Chain Store Age advertisements 


Variety Druggist Fountain- - Adminis- 
Edition Restaurant tration 
Section Edition 


CHAIN STORE AGE 


185 Madison Avenue, New York 16 
612 N. Michigan Avenue, Chicago 11 


“Passing the Information to Chain Store Men whe 
Answer Millions of Consumer Questions” 


Variety 
Executives Managers Executives Managers 


Grocery Grocery 


: Edition Edition [Edition Edition 
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Brown Shoe Tests 
Roblee on MBS, 
Moves NBC Show 


St. Louis, Nov. 21—Brown Shoe 
Company will introduce its Roblee 
men’s shoes to network radio for 
the first time Dec. 2 when it be- 


gins sponsorship of a test pro- 
gram on 40 Mutual stations in 
California, Oregon, Washington 


and Idaho. 

The quarter-hour program, 9:45 
p.m., PST, will feature Ed Thor- 
gersen as the “Roblee Sports Re- 
porter.” Local announcers will cut 
in for one minute at the program’s 
end to name all Roblee shoe deal- 
ers within each station’s listening 
area, 

Audience-building promotional 
material will also be used by the 
sponsor, said to be the largest ad- 
vertiser of men’s shoes in the $6 
to $8 line. Introduced in 1938, 
Roblee now lists 1,500 dealers. 

Leo Burnett Company, Chicago, 
agency handling the account, will 
conduct frequent surveys during 
the program’s 26-week test pe- 
riod, and if expected success is at- 
tained, the show will go national. 
Four-color bleed pages in Life 
will augment the radio show, and 
in addition direct mail, newspaper 
ads, window displays and give- 
away items will tie in with the 
radio effort. 

Two Go Hollywood 

Brown Shoe Company and the 
W. A. Sheaffer Pen Company, Ft. 
|Madison, Ia., are each moving 
NBC programs from Chicago to 
Hollywood. Brown’s “Smilin’ Ed 
McConnell & His Buster Brown 
Gang,” is heard Saturdays, 10:30 
a.m., CST, and will continue to 
be heard over 61 NBC stations at 
the same time when it originates 
from Hollywood, beginning Dec. 1. 

‘World Parade,” Sheaffer’s show, 
now heard Sundays, 2 p.m., CST, 
will continue over 142 NBC sta- 
tions at the same time when it is 
broadcast from the West Coast, 
effective Dec. 16, but it will leave 
Lou Breese in the Windy City and 
take on Carmen Cavallaro and his 
18-piece orchestra and add Max 
Hill for a five-minute newscast 
windup. Russel M. Seeds Com- 
pany, Chicago, is the Sheaffer 
agency. 


B&W Resumes Skelton 


Brown & Williamson Tobacco 
Corporation, Louisville, will re- 
sume sponsorship Dec. 4 of Red 
Skelton’s variety program, off the 
air since June, 1944, while Skelton 
was in the Army. The program 
will be heard on NBC, Tuesday, 
10:30-11 p.m., EST, and B&W will 
move Hildegarde’s “Raleigh Room,” 
from that spot to Wednesday at 
8:30 p.m. Dec. 5. “An Evening 
With Romberg,” also sponsored by 
the company, goes off NBC on that 
date. Agency for Raleigh cigarets 
is Russel M. Seeds Company, Chi- 
cago. 


Kelite on CBS Show 


Kelite Products, Inc., Los An- 
geles, for its Kenu all-purpose 
cleaner, will sponsor the Tuesday, 
2:45-3 p.m., PST, portion of ‘““Meet 
the Missus,” audience participation 
program heard on the CBS Pacific 
network. The 52-week contract is 
effective Jan. 1. Little & Co., Los 
Angeles, is the agency. 

The William Wrigley Jr. Com- 
pany’s new show, “Adventure,” 
made its premier Nov. 8 over CBS, 
9-9:30 p.m., CST. The fictional 
| dramatic series has as its central 
character an ex-Navy flier who is 
establishing an air freight line in 
the Pacific. The new show re- 
|places Wrigley’s wartime show, 
“The Front Line” (AA, Nov. 5). 
Arthur Meyerhoff & Co. is the 


| 2nd Borden Show to CBS 


The Borden Company, New 
ork, on Dec. 1 will move “County 
air,” currently on the American 


Sit 


Broadcasting Company, Tuesday, 
7:30-8 p.m., EST, to the full CBS 
network, Saturday, 1:30-2 p.m., 


mS 
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10-minute news program, which 
it has sponsored since May, 1943 
on the full CBS network. Th, 
program, heard Monday throug) 


EST. Promoting milk and ice 
cream, the show will be Borden’s 
second on CBS, with Ginny Simms 
presented for all Borden prod- 
ucts, Friday, 7:30-8 p.m., EST. 
Agency for “County Fair” is Ken- 
yon & Eckhardt, for Ginny Simms, 
Young & Rubicam. 


Lee Continues Pearson 


Frank H. Lee Company, Dan- 
bury, Conn., has decided to con- 
tinue Drew Pearson’s quarter- 
hour Sunday night commentaries 
in his regular 7 p.m., EST, period 
on the American’ Broadcasting 
Company, starting Dec. 2. Lee 
hats signed the commentator two 
weeks ago after his four-year 
tie-up with Serutan Company, 
Jersey City, was terminated (AA, 
Oct. 29). 

The new’ Sunday night program 
for Lee replaces the company’s 
current sponsorship of Dale Car- 
negie’s “Little Known Facts About 
Well Known People,” which leaves 
MBS Nov. 25. William H. Wein- 
traub & Co., New York, is the 
agency. 


G-E Drops CBS News 


General Electric Company, 
Schenectady, N. Y., on Nov. 23 is 
discontinuing “The World Today” 


Friday, 6:45-6:55 p.m., EST, 
motes the company’s electr nie; 
division, through Maxon, Ine. 
New York. No reason for the cap. 
cellation was given, and CBs 
plans to continue the prograin op 
a sustaining basis. 


CAB Extends Membership 
to All Radio Stations 


Cooperative Analysis of Broad. 
casting, New York, has extendej 
membership to all radio stations 
which will receive the same sery. 
ice as that to advertisers, agen. 
cies, national and regional net. 
works, stations, talent bureaus, 
program producers, member as. 
sociations, educational institutions 
and foreign concerns. 

The service includes the CAR 
city reports covering bi-monthly 
275 to 300 stations in the 8) 
cities, twice-monthly program re. 
ports, analyses of radio sets-in- 
use, program audiences, national] 
network audience composition, 
brand identification and the CAB 
newsletter. 


pro. 


Reynolds Export Moves 


Reynolds Metals Company ha 
moved its export department from 
Richmond, Va., to the Reynold 
Metals building, New York. 


(SY NDICATE) 


rate 124 


Syndicates.” 
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3,000 
Variety Stores 
Often Overlooked! 


Illustrated here are 
typical store fronts of 
but three — sectional 
Variety syndicates. 
They are representa- 
tive, however, of over 
100 companies that 
operate a total of more 
than 3000 5¢-to-$1 
Variety stores through 
out the country. 

Managers and execu: 
tives of these sectional 
Variety syndicates all 
read the MERCHA’: 
DISER! 

Adding these read: 
ers to those of the well: 
known nationwide 
Variety syndicates, the 
SYNDICATE STORE MEK: 
CHANDISER gives adver: 
tisers nearly 17,000 
month - in - month - 
out readers; and in 
December, when extra 
circulation requests 
will be filled—18,0:) 


readers! 


Hested Stores operate 49 stores 


Want Latest Variety Marketing Data? 

After 14 years of research in the Variety field, we have compiled 
material valuable to you and your business. Why not write for the fol- 
lowing today? Free upon request: (1) Our 6-Point Market Data Folder; 
(2) Our monthly Variety Market Bulletin; (3) A State and Sectional 
Breakdown of Syndicate Variety Stores, with details for cities of 100,000 
population; and for $3: Our “Directory of Limited Price Variety 


Headquarters for Variety Store 
Marketing Data 


SYNDICATE STORE 


Largest Audited Circulation in the Variety Field 


79 MADISON AVENUE, NEW YORK 16, N.Y. 
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Distillers Evolve 
HumanFoods from 
Grain By-Products 


Continued from Page 1) 
the Department of Agriculture in 
Louisville, Ky., last September, 
consisting almost entirely of new 
foods. 

Seagram’s research, begun early 
this year, has evolved a long list 
of products with a high nutritive 
value and excellent flavor, run- 
ning all the way from bouillon and 
cocktail crackers to flavorings and 
These products have been 
trademarked under the name 
“Jesco.” 

Plans for marketing these prod- 
ucts are indefinite as yet, since 
Seagram is undecided as_ to 
whether to invade the highly com- 
petitive food field on its own, 
make arrangements with a large 
packaged food company, or hold 
off on the entire project. At 
present the attitude seems to be to 
suspend action on human foods 
until enough grain is available to 
create a surplus above the amount 
sold as food. 


Schenley May Enter Field 


At least one other distiller, 
Schenley Distillers Corporation, is 
said in trade circles to have plans 
for a human food, reputedly a 
breakfast food. In contrast with 
Seagram, however, Schenley is 
not revealing any information con- 
cerning its foods and has denied 
having any such plans. Exclusive 
of the tax dollar, Schenley now 
does a greater volume of business 
in non-whisky products than it 
does in whisky, and _ industry 
rumors have Schenley entering 
the food field in the middle of 
1946. 

The distilling industry has the 
precedent of the breakfast food 
industry to follow, since the latter 


CUmertcan 
Brewer 


Shows 
GREATEST 
GAINS 


in all 


a 


NET PAID CIRCULATION 
RENEWAL PERCENTAGE 
EDITORIAL PRESTIGE 


AMERICAN BREWER counts as 
its paid subscribers company 
officials and key men re- 
sponsible for the production 
of 81 Million Barrels of Beer 
in 1944—94% of the total 
produced. 


\ market survey is ready for 
you with the answer to any 
question you may ask about 
this Billion Dollar Industry. 


AMERICAN BREWER 


202 E. 44 St., New York 17, N. Y. 


Member: 
Audit Bureau of Circulations 


was developed through extensive 
promotion, from a by-product of 
the milling industry. Considera- 
tions of the competitive problems 
involved and the amount of in- 
vestment necessary compared with 
the commercial advantages are ex- 
pected to delay any action in this 
field for at least six months. 


Others Studying Products 
National Distillers and Hiram 
Walker are also engaging in re- 


search on grain by-products, but 
development of food products 


have not been reported from these 
quarters. 

Seagram first began its re- 
searches into human foods early 
this year, with Schenley, accord- 
ing to unofficial information, en- 
tering the field somewhat later. 

Among the items on the Sea- 
gram luncheon menu in Louisville 
were “bouillon Jesco,” containing 
87% distillers’ rye solubles; “Nutri- 
crackers,” containing 40% distil- 
lers’ dried solubles; a salad con- 
taining distillers’ dried solubles 
and mayonnaise made from distil- 


lers’ corn oil; “condiment Luh,” 
containing 14% dried _ solubles; 
“beverage Jesco,” prepared from 
a syrup containing 45% dried solu- 
bles, and other dishes and gar- 
nishes made from Nutri-Flakes 
and a dried soluble flour. 

Other potential products include 
a protein steak substitute, which 
can also be made by the beer 
industry. 

Schenley has followed a policy 
of diversification of interests as a 
protection against curtailment of 
the distilling industry. 
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' Cover Catholic ! 
Schools, Churches, 
i; and Institutions 
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today’s opportunities 


for advertisers 


Bicticn too, is marching home... to roll 


up civilian sleeves for the biggest job it has 


ever faced. 


Gone is the day when advertising could af- 


{ord to mark time. Today and for unnum- 


bered days ahead, advertising’s job...and ad- 


vertising’s opportunities...call for the down- 
to-earth, practical, result-producing ap- 
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» for backing up the dealer with support he 
can see and feel right in his own home town 


» for effective public and employe relations 
in plant-cities, in plant regions and in the 


whole nation. 


For these and countless other vital aims, the 


daily newspaper offers a combination of ad- 


proach to every problem. 


No analysis of advertising’s reconversion can 


overlook the mighty power and infinite ver- 


satility of the daily newspaper... 


> for mass-coverage and mass reader-interest 


to revive and regenerate mass distribution 


> for fast, efficient introduction of the myr- 


iad of new products which science’s war- 


time speedup has fathered 


for re-educating the public on the uses and 


advantages of products long absent 


This advertisement, prepared by the Bureau of Advertising, A.N.P.A., is published by The Atlanta Journal in the interest of all newspapers 


vantages unmatched anywhere: timeliness for 
swift-moving sales expansion... flexibility for 
putting the right message in the right markets 
at the right time...viswal appeal for the post- 
war product or package... plus the local touch 
that unfailingly binds to the paper the most 
eager, interested and loyal of all audiences. 


Today as never before, your advertising is 
news. For biggest and fastest results, put it 
in newspapers...where people everywhere 
look every day for most of their news and 


most of their buying information. 
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Newspapers Fear 
Shortages if U. S. 
Abandons Quofas 


(Continued from Page 1) 


inventories on the West Coast, 
and in a number of important 
cities including Cleveland and St. 
Louis, are critically low. Over- 
all inventories, he said, are now 
the lowest in history and they 
will shrink another 50,000 tons by 
Dec. 31. 

Instructing the printing and 
publishing division “to take such 
steps as are necessary” to end 
the restriction at midnight, Dec. 
31, the Boren committee said it 
acted “in full knowledge that in- 


dividual cases of hardship might 
result,” but it contended that 
such instances would arise any 
time the order was lifted, and 
that these conditions apply to 
other scarce commodities which 
are not controlled. 


Administration Attacked 


Col. Steinman had advised the 
committee that no real improve- 
ment in the newsprint supply 
situation can be expected until 
June, 1946, when this winter’s 
wood cut begins to reach the Ca- 
nadian mills. 

His statement precipitated an 
attack on WPB handling of maga- 
zine paper, when he reported that 
large magazine publishing chains 
have been buying up newsprint 
mills in this country to convert 
them to book paper production. 

Rep. Charles Wolverton (R., 


N. J.) commented that newsprint 


GIBBONS 


ADVERTISING 


BAY STRE 
WINNIPEG, 


TORONTO MONTREAL 


REGINA, 


KNOWS CANADA 
J. J. Gi BBONS LTD. ¢ MERCHANDISING ® 


EOMONTON VANCOUVER 


production might have improved 
more rapidly if WPB had not en- 
couraged production of the more 
profitable book papers by lifting 
usage restrictions last fall. 
Summarizing the current news- 
print situation, Col. Steinman said 
that supplies during the next few 
months would be below 1941. 


One-Notch Relief Unlikely 


If government controls were to 
remain in effect, he said, it is 
likely that usage quotas would 
remain at the present level, aver- 
aging about 90% to 1941, until 
Feb. 1. 

Originally, he said, it appeared 
that a “one notch” 5% relaxation 
would have been possible on 
Jan. 1, but ordering has been so 
heavy in November that despite 
the prospect of a slight increase 
in Canadian shipments, there will 
not be enough paper to permit a 
change at that time. He felt the 
5% change could be authorized 
in February. 

Gene Robb, special assistant to 
the president of Hearst Newspa- 
pers, and other publishers who 


ITH new exploration taking 

shape in northernmost 
Alaska, in northwest Canada, in 
sub-Arctic Siberia, new oil drill- 
ing and producing equipment 
demands may soon loom large in 
the land of the midnight sun. 
New oil fields are being sought 
in every quarter of the globe. 
New and old fields alike need 
Rigs, Diesels, Pumps, Valves, 
Tanks, Pipe, ‘Trucks and many 


other kinds of equipment. ‘The 


men who drill in the Near East, 
the Far East, the North and the 
South; the men who will rebuild 
refineries in Europe and the East 
Indies—they are the men who 
read Wortp Prrroteum. 

They are the men who are 
making purchases today. Your 
story in Wortp PrrroLeum is 
assured a large readership by 


the men who direct drilling, 


WORLD PETROLEUM. 


2 WEST 45th ST., 


» READ BY OIL EXECUTIVES EVERYWHERE 


NEW YORK 19, N. Y. 


production, transportation and 
refining. You reach the right 
people with no wasted circula- 
tion. Every one is a prospect for 
oil field or refinery equipment. 


WORLD-WIDE COVERAGE 


Every important oil 
management official 
receives and reads WORLD 
PETROLEUM. 72° are de- 
livered to home addresses. 


1 ian 


= UNDER THE 
MANAGEMENT OF 


REX W. WADMAN 
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urged continuation of controls 
until mid-1946 found themselves 
confronted with a dominant Re- 
publican bloc that was unwilling 
to concede that government regu- 
lations were tolerable now that 
war is over. 


Rejects Hearst Plea 


“I never thought the day would 
come when the representative of 


the Hearst newspapers would 
recommend regulation beyond 
war necessity,” Rep. Wolverton 
commented. 


“It may pinch a while, but you 
know you have to pay a certain 
price for freedom and self de- 
termination,” Ohio publisher 
Clarence Brown told Mr. Robb. 
“Every newspaper publisher 
would rather pay the price for a 
few months than submit to more 
control,” Rep. Brown predicted. 

Rejecting the assertion that a 
“runaway” situation would re- 
sult from lifting the control, Rep. 
Brown argued that “publishers 
will not abandon the old tradition 
of extending a helping hand 
where it is needed.” 

“Newspapers are headed for 
1946 with the lowest year-end in- 
ventories in more than five years,” 
Mr. Robb said in a_ statement 
issued today. Nearly all news- 
papers “will have less than a 
three weeks’ supply of newsprint 
on hand on the basis of allow- 
able use. This is certainly not 
enough in face of winter trans- 
portation difficulties and other 
shortage problems that will in- 
evitably arise upon the removal 
of all controls at a time when de- 
mand is 10 to 20% greater than 
supply.” 

Coast Papers Hit Hardest 


Robert L. Smith, vice-president 
and general manager of the Los 
Angeles Daily News, 
paper “does not believe in spoon 
feeding or coddling” but that the 


government ought to resi ore 
newsprint inventories to heir 
prewar levels before it end: jt, 
supervision of newsprint 4 <trj. 
bution. 

Outlining the inventory anc de. 
livery problems of West © oas 
newspapers, Mr. Smith dec areg 
the newsprint situation toduy js 
caused by the war, and tht 
does not solve anything to discuss 
it in terms of the “hate words 
used on the editorial page.” 


Kimberly-Clark Drops 
Specialty Papers 

The paper division of Kimberly- 
Clark Corporation, Neenah, Wis, 
has dropped specialty papers and 
will concentrate increasingly on 
book papers hereafter. It also an- 
nounced establishment of a new 
district sales office in Atlanta, 
headed by George L. DuBois, 
Kimberly-Clark veteran. 

The company last month 
launched an accelerated produc- 
tion program for book paper with 
a $5,000,000 addition and modern- 
ization program at its Niagara, 


Wis. mill. It had _ previously 
established a new _ technical 
laboratory at Neenah, and has 


subsequently arranged additional 
financing of $20,000,000, half of 
which is earmarked for further 
expansion. 


Listing in Error 

Western Electric Company was 
erroneously listed by Radio Serv- 
ice Dealer as a manufacturer of 
home radios in a news article in 
ADVERTISING AGE, Nov. 12. The 
company does not manufacture 
home radios. 


Postage Cut Approved 


said his | 


The house post office committe: 
voted last week to report favor- 
ably a bill providing for restora- 
tion of the two-cent rate on loca! 
‘first class mail. By terms of this 
measure, the prewar rate would 
|be reestablished 30 days after its 
enactment. 


The typical housewife of Lawrence? Her husband works with 
thousands of employees in the worsted textile mills . 
controls the spending of his high wages . . 
buying is the Eagle-Tribune (daily newspaper of Lawrence | 
read in 95 out of 100 homes). 


$3,884" 


*Effective Buyu 
Income Per Fam 
in Lawrence. Sale 
Management Survey 
Buying Power, 1945. 


. . she 


. her guide to 


ABC CITY ZONE POPULATION 
in Lawrence: 124,849 | 
ANNUAL RETAIL SALES: | 
$50,686,000 
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Retail Sales Hit 
New Peak Despite 
Low Inventories 


(Continued from Page 1) 


wit. its inventory “about 25% be- 
jow normal,” 

“We are getting war-crazy 
buying,” a Wieboldt official de- 
clared. “Our sales are up because 
whatever comes in goes right out. 
We can’t stock up on anything. 
After V-J Day we figured our 
sales would be even or down 
some, but they continue to get 
stronger.” 

Marshall Field & Co. execu- 
tives admit the store’s turnover 
“is very high,” with inventory 
“about 50% below prewar level.” 
Field officials believe the heavy 
consumer buying is being done 
now with savings and war bond 
money, and that the trend will 
continue on into the spring 
“when more goods are undoubt- 
edly going to be available.” 


Goldblatt Ups Advertising 


At Goldblatt Brothers depart- 
ment stores, sales are “little 
above expected,” but at a high 
level, with most lines selling out 
“as fast as they come in.” A 
Goldblatt spokesman said ‘“Peo- 
ple are remembering our prom- 
ises of the past five years, and 
are buying the new merchandise 
as soon as it appears.” Textiles 
and lingerie are reported scarce 
and low in stocks. Goldblatt’s 
war surplus and wartime mer- 
chandise is “moving well.” The 
store has increased its metropoli- 
tan advertising considerably in 
the past six months, it reports. 

Sales at Carson Pirie Scott & 
Co. are “ahead of last quarter,” 
despite the fact that inventory is 
ot heavy and that customers are 
getting “choosy.” New merchan- 
lise is scarce, coming in trickles 
and irregularly, but customers 
continue hopefully to ask for elec- 
tric toasters and other short 
items, Carson’s executives say. 


Selective Buying Seen 


As for 1946, predictions give 
the first quarter as “mediocre” 
and the spring “good.” A _ ten- 
dency on the part of consumers 
to hold back purchases except for 
needed things, provided °42 prices 
are asked and provided they get 
quality, is beginning to be ap- 
parent, it is said. “Brand name 
merchandise will stand out in 
1946 buying,” Carson men say. 

Merchandise Mart spokesmen 
say there will be “practically” no 
new furniture for the Christmas 
trade in retail stores, with manu- 
facturers producing only old 
products as they reconvert slowly; 


that there will be “some” small 
appliances but almost no major 
appliances in stores; that al- 
though lamps are now in produc- 
tion, retail shoppers will be able 
only to buy a lamp and not the 
lamp they actually want, and that 
as for toys, there will be “just 
enough to make everybody mad.” 
Metal toys, they say, will be 
“negligible” in quantity on deal- 
ers’ shelves. 

Furthermore, Mart officials do 
not look for any material change 
in any of the lines mentioned by 
next spring, and perhaps by next 
summer. 


Nylons Still Missing 


As for other items, new nylons 
may not be available for use as 
this year’s Christmas stockings. 
Reports are that the trade is pro- 


posing that all dealers be well 
stocked before nylons go on sale 
to avoid shop' mobs. Rayon, 
meanwhile, reportedly is getting 
scarcer but silk hose will be avail- 
able again by next spring, priced 
about the same as nylons at first 
but with nylons to drop in price 
shortly thereafter. 

Meanwhile, the shortage of 
men’s suits, shirts and shorts is 
dire and will continue to be so 
into the first of 1946. Clothing 
manufacturers hope the two- 
trouser deal will never come back. 
Slacks manufacturers hope so, too. 

Although sizable shipments of 


household appliances will not 
make their appearance before 
spring, stores report increasing 


orders and requests for appliances 
to be met when stocks finally 


are received. 

The volume of jewelry sales is 
reported remaining high; rugs are 
in heavy demand, and while buy- 
ing of household goods in general 
continues heavy, the stores say 
customers are getting more selec- 
tive. 

All in all, the consumer and the 
merchant have only one complaint 
—a lack of merchandise—and the 
merchant is optimistic that this 
condition will be wiped out in a 
flood of springtime goods. 


Lynch to Hazard 

Raymond Lynch, recently with 
McCann-Erickson, New York, and, 
prior to serving in the Army, pro- 
duction manager of Rickard & 
Co., has been named production 
manager of Hazard Advertising 
Company, New York. 
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_CBC Increases Air Time 


Following a 30-minute reduc- 
tion in broadcast time each day 
during the wartime period, Cana- 
dian Broadcasting Corporation’s 
Trans-Canada network has re- 
sumed normal peacetime hours of 
operation. The Dominion net- 
work, which was not in operation 
when this curtailment went into 
effect, has also increased its hours 
on the air. CBC networks now 
sign off at midnight instead of 
11:30 p.m. EST. 


Joins Hitchcock 


Edward W. Van Hoek, formerly 
vice-president and a director of 
Severance Tool Industries, Inc., 
Saginaw, Mich., has joined Hitch- 
cock Publishing Company, Chi- 
cago, as New York district man- 
ager of the export catalog di- 
vision. 


IN WASHINGTON 


‘ 
NEW YORK 17: Dan A. Carroll, 1 


WHEN IT’S 


0 E. 42nd St 


just as important. 


columns 


Ashland 4-8690 


CHICAGO 11: J. E. Lut 


ADVERTISED 


IN THE STAR 


Things sell fast when they are advertised in 


THE STAR for two sound reasons: 


The first is a matter of circulation. 
For more people in Washington read 
THE STAR than any other newspaper .. . 


in the morning, evening or Sunday field. 


The second is a matter of confidence and is 
THE STAR has been an 
institution in Washington for nearly a 
hundred years, and its reliable, 
straightforward publishing policy has 

built an abiding confidence in all its 


both editorial and advertising. 
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© summary, Charles G. Mortimer,; would guess, means almost every 
Business Must vice-president, General Foods| advertiser.” 
Corporation, said that “if ever Among new functions which 


the council has taken over since 
the war’s end, Mr. Mortimer men- 
tioned that it is now operating 
various radio allocation plans. 
“We will shortly be asking those 
of you who have network or re- 
gional spot programs to continue 
with the plan,” he said. 

“The projects which the coun- 
cil accepts will be given an even 
more careful screening than dur- 
ing the war years. If they orig- 


we had the delusion that we could 
again be business ostriches, we 
should now lose it.” 

Mr. Mortimer urged advertisers 
to continue support of the Ad- 
vertising Council. In wartime, he 
pointed out, the council proved 
its practical value with “coupons. 
ae a ... We now propose to keep 
association to establish the saying it with coupons. The post- 
Radio Council. . war Advertising Council is now 

Guiaed by the executive com-|an accomplished fact. The coun- 


Combat ‘Socialism,’ 
ANA Warned 


(Continued from 2) 


ANA 


Page 


mittee, the council will be di-| jj; financing for the coming| inate in government, they will be 
rected by “a competent radio spe-|year has been approved and| given their initial screening in 
cialist.” It will give members| underwritten by every one of the} the Office of War Mobilization 


and Reconversion, where Presi- 
dent Truman directed that a small 
group be set up to coordinate fed- 
eral campaigns, establish priori- 
ties, and work with the council. 
|This group, under Drew Dudley, 
is already at work.” 

Fairfax MM. Cone, executive 
committee chairman of Foote, 
Cone & Belding, told of the work 
of a committee which he heads 
for the American Association of 
Advertising Agencies to deter- 


“better contacts with the broad-|sponsoring groups. And we find 
casting industry, a better under-| the need just as challenging, and 
standing of government restric-| the opportunity to serve both the 
tions, more knowledge of subjects | nation and ourselves just as great. 
of mutual concern to broadcasters 
and labor unions (many of whose | All Must Assist 
contracts expire in October, 1946),/ “We are proposing to ask ad- 
a more analytic view of radio’s| vertisers to give over their time 
cooperative research organizations, | and space for public relations 
such as the Cooperative Analysis| jobs. We are talking to the ad- 
of Broadcasting and the Broad-|vertiser who wants to do a pub- 
cast Measurement Bureau.” | lic relations job in addition to 
Referring to Mr. Lippmann’s|selling products—and that, I 


HOW TO CULTIVATE A 
BEAUTIFUL FRIENDSHIP 


If you want to sell your products to and through 
America’s furniture stores,* you first must sell the 
6,949 (ABC) top furniture store buying executives 
who look to National Furniture Review as their num- 
ber 1 merchandising and management authority. 
That's why National Furniture Review is your num- 
ber | spot for achieving recognition, prestige, good- 
will . . . the things sales are made of. 


* 


Most furniture 
stores today are 
virtually ‘‘home 
goods department 
stores” . . . sell 
everything for the 
home. Write for 
literature on facts 
about the furni- 
ture store market. 


PUBLISHED BY THE NATIONAL 
ASSOCIATION ©@ 666 LAKE SHORE 


RETAIL FURNITURE 
DRIVE ® CHICAGO 
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mine “what corporation directors 
know about advertising and what 
they think of it.” 

“Something happened to ad- 
vertising during the war,” he ex- 
plained. “Advertising grew up. 


.It got to be something bigger and 


more far-reaching than was ever 
intended in that early definition of 
advertising as ‘salesmanship in 
print.’ ” 

The committee hopes to “dis- 
cover just how well these new 
boundaries 


of advertising are 
understood by the men above 
management,” he added. It has 


arranged with Elmo Roper to 
study the attitude of several hun- 
dred directors of both heavy 
goods and consumer goods com- 
panies, of transportation and 
utilities companies and bankers 
and brokers. Mr. Roper also will 
interview 100 labor leaders. A 
pilot study will be completed by 
Jan. 1. 

Many trademarks “right now 
are very much on the verge of 
being lost,” because they have 
been so well promoted that they 
have become “descriptive of a 
type of product rather than a par- 
ticular product originating from 
a given source,’ explained I. W. 
Digges, ANA counsel. 


‘Instruments of Monopoly’ 


Both the “anti- advertising 
school” in Washington and some 
lawyers, “particularly in the De- 
partment of Justice, don’t like 
trademarks,” he said. The latter 
group regards trademarks as “in- 
strumerts of monopoly, acting in 
restraint of trade. They want to 
weaken them and make them 
available to all.” 

General Mills, Inc., hopes to 
expand the number of its stock- 
holders, said Sam C. Gale, vice- 
president, ‘as we feel that the 
larger the number of American 
families who are direct owners in 
American business, the firmer is 
the foundation for all private 


AT LAST_ 


Radar (NERCOMES AVIATION GREATEST 117 \ 2p 


PLANES LAND SAFELY THROUGH FOG, SPORM, DARK\ 
With the 


Gilfi 


Available NOW ron au amo, 


Gilfillan Bros. Inc., 108 AwGaiss 


AVIATION AID—A newcomer to the 
ranks of national advertisers, Gilfillan 
Bros., Los Angeles, ran this large-space 
ad in metropolitan newspapers to an. 
nounce that the radar landing control 
developed for.the Army air forces js 
“available now" for peacetime airports, 
Smith & Drum is the agency. 


business.” 

Mr. Gale reported for his com- 
pany on a series of case studies 
on advertising functions being 
conducted by McKinsey & Co. Top 
officers of General Mills, he ex. 


plained, keep in close contact 
with stockholders. Meetings be- 
tween them in large cities 


throughout the country will be 
resumed as soon as travel con- 
ditions permit. 


Employe Training Program 


International Harvester Com- 
pany “has employed an entire 
university staff,” through ar- 


rangements with the University of 
Chicago, in an employe training 
program, said A. C. Seyfarth, edu- 
cation director. It would give em- 
ployes “a more comprehensive 
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understanding of the business as 
a whole, both as to our practices 
anc policies; educate employes in 
the ‘job content’ subject, to make 
them more efficient in their own 
work, and give them a better 
understanding of the relationship 
petween their jobs and the jobs 
of other Harvester employes.” 


Plans 5-Year Program 


The company is making a $125,- 
900 grant to the university for a 
five-year cooperative program, in 
which the university’s instructors 
will participate. An educational 
center Will be established near 
Hinsdale, Ill. In addition to a 
central school building, it will 
embrace dormitories, commons, 
recreational facilities and labora- 
tories for manufacturing and en- 
gineering research. For the pres- 
ent, Mr. Seyfarth said, “our plans 
provide for a temporary school 
on the near north side of Chi- 
cago, devoted largely to sales 
training, because of the belief that 
our postwar job is not one of pro- 
duction but of sales.’ 

Cameron Hawley, advertising 
and promotion director, Armstrong 
Cork Company, described his 
company’s methods of educating 
salesmen to use advertising. 
Newly-appointed young salesmen 
spend 10 days of their six-months’ 
training period in the advertising 
and promotion department, and 
every regular salesman is brought 
back to the factory at Lancaster, 
Pa, at intervals for postgraduate 
training, in which they are taken 
‘behind the scenes on current 
ampaigns.” 

Submits Model Charts 


A joint committee for export 
marketing research, headed by G. 
Allen Reeder, Carstairs Bros. 
Distilling Company, and repre- 
senting the ANA, Four A’s and 
Export Advertising Association, 
presented copies of model charts 
which it has submitted, to the 
Bureau of Foreign and Domestic 
Commerce. 

The charts would summarize, 
for each country, such data as 
area, population, density and 
breakdown of population, literacy, 
racial groups in relation to total 
population, automobiles, tele- 
phones, radios, standard gauge 
railway mileage, improved high- 
way mileage, electric energy and 
electrically equipped homes, cul- 
tivated agricultural area, indus- 
trial units by type of industry, 
workers, average annual wages in 
industry, and taxable income. 


Reports on Latin America 


Also included would be facts 

wholesale and retail outlets 
for various types of products, on 
doctors, dentists, hospitals, and 
msumption of packaged foods, 
patent medicines, cosmetics, drug 
sundries, and household electrical 
refrigerators. 

George Wythe of the bureau 
described the work of the Inter- 
American Statistical Institute in 
getting market data on Latin 
America. The institute, he pointed 
ut, is now taking steps to or- 
ganize a hemisphere census of 
Population in 1950. 

Dr, Julius Klein, foreign trade 
onsultant,, said that “foreign 
Producers and their distributors 

re still seem to think that New 

is the only distribution cen- 

er in this country. There is a 
voeful lack of appreciation of the 
astounding changes in the U. S. 
list-ibution map during the past 
lecide or two.” 


Chicago Times’ Names 
Stewart General Manager 


Russ Stewart, who joined the 
ago Times as promotion man- 
age’ in 1935, has been appointed 
fen-ral manager. 

Ll. Comdr. Marvin McCarthy, 
etirned from Pacific service with 
“e Navy, will resume his duties 
a&% managing editor of the Times 
completion of his terminal 
fave. He was editor of “Navy 
News.” published at Guam. 


Rockford Papers Promote 


C. E. Phillips, advertising di- 
rector, and Henry J. Hanson, 
auditor of Rockford, IIll., Con- 
solidated Newspapers, have been 
elected to the board of directors, 
and Mr. Hanson has been named 
treasurer of the company, which 
publishes the Rockford Morning 
Star and the Register-Republican. 
Mr. Hanson has also been elected 
treasurer of Rockford Broadcast- 
ers, Inc., affiliated company oper- 
ating WROK. Mr. Phillips has 
been with the Rockford news- 
papers since 1922, and is ex- 
tremely active in newspaper or- 
ganizational. activities. 


To Station WSAI 


Robert M. Sampson, formerly 
with radio stations in St. Louis, 
has been named general manager 
of WSAI, Cincinnati. 


KMOX Appoints Three 


Wendell B. Campbell, formerly 
commercial manager and _ assist- 
ant general manager of _KMOX, 
St. Louis, has been named gen- 
eral manager. Frank B. Falknor, 
general manager, has been ap- 
pointed assistant to H. Leslie 
Atlas, CBS _ vice-president in 
charge of the central division. 
Dave Sutton, recently discharged 
from the Marine Corps, is new 
KMOX commercial manager. 


Haas to Whitehall 


Frank Haas, formerly chief 
radio time buyer of Erwin, Wasey 
& Co., New York, has been named 
assistant advertising manager of. 
Whitehall Pharmacal Company, 
New York. He will concentrate 
on time buying and space pur- 
chasing for the Anacin, Kolynos 


and BiSoDol accounts. 
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U. S. Population Gains 
Population of the United States 
increased 8,330,725 in the five and 
a half years since the 1940 census, 
and passed the 140,000,000 mark 
Oct.. 1, Census Chief J. C. Capt 
reports. The increase is nearly 
equal to the total gain in the 10 COVERAGE! 


years from 1930 to 1940. 


Vertical, throughout the plastics in- 
Swift Expands Campaign | dustry. 

Following a five-city test, Swift . : : r 
& Co., Chicago, has added 22 mid- Horizontal, in the fields of indus 
western cities to its list for pro- |] trial plastics applications 
motion of Swift’s Cleanser, using i ‘ F 
newspapers, radio and 24-sheet and GROWING to meet increased 
posters. Needham, Louis & Brorby, | | interest. 


mart eT coed CLEWORTH PUBLISHING CO,, Inc. 
Mathews Joins Bryant 551 Fifth Avenue, New York 17, N. Y. 


DeWitt C. Mathews has joined |] Chicago @ Los Angeles @ San Francisco 
the sales and promotion staff of 
Bryant Press, New York. 


The Radio Daily Survey of postwar opportunities rates only sixteen 


cities as A-| prospects, and Nashville is one of them! Only one 
Tennessee city has an A-| postwar rating and that is Nashville! . . . 
So don't overlook Nashville and the rich Middle-Tennessee market 
in making your postwar plans .. . In the area served by WSIX, with 
its popular AMERICAN and MUTUAL programs, are more than a 


million potential buyers for your product. 
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—the chaps who can make it tougher, or 


Batty Hugh olay” easier, when you sell to the food producer 


oy) 


HEMIST 


They differ in title, of course. They vary in size of nose, color of 
hair, digits on the pay-check. 

But from one end of the conference-foom table to the other, 
they all have two things in common: 

—First, they have it within their power to make it tougher, or 
easier, for you to get a food field order. 

—And second, they are all—yes, all—avid readers of Food 
Field Reporter. 

They sit in at the meetings where the decisions are made—or 
unmade. Everybody in the plant listens to them and respects their 
opinions. Not all of them can say Yes (not yet) for not all of them 
are as well-known, as well publicized, or as high-up-in-the-income- 
tax-brackets as the big shots who sit up there at the head of the 
table. 

But every one of them can say No, and say it plenty loud too. 
And then your selling job is just that much tougher. 

Throughout the manufacturing grocery business, in all com- 
panies big enough to interest you—Food Field Reporter delivers 
No. 1 coverage among the O’Kayers. You can start now to shake 
hands with these chaps, 26 times a year. The cost? Still only 
$5,569.20 for 26 black and white pages. 

Let us start 26 paging the O’Kayers for you. Just that $5,569.20 
will help give you the jump on the tougher selling competition, 
that’s coming up just as sure as little green apples. Food Field 
Reporter, 330 West 42nd Street, New York 18, N. Y. 


BRANCH M'C'R 


Conference Room of Standard Brands, Inc. Here Standard Brands O’Kayers make major 
decisions. How many of the plan board people who regularly gather here, is your advertis- 
ing influencing? Food Field Reporter covers them all plus more than 20 others on Standard 


Brands first team, 
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PHOTOGRAPHIC REVIEW 


WHIZZING—Paul F. Beich Co.'s Whiz candy bars are being promoted coast to pce B 

coast in this outdoor poster, which is the first of a new series. The paintings 

for the series were made by Theodore Cappetti, Dutch painter, and the agency 
is Kane Advertising, Bloomington, Ill. 


AARON A AOE i 


READY FOR THE TAKE-OFF—Left to right are F. M. Rose, production man- 

ager, Kraft Foods Co.; John H. Reardon, circulation manager, Advertising Age, 

and Frederick Kraft, vice-president of Kraft Foods, shown at the airport just 

before Mr. Kraft left on American Airlines’ first Chicago-to-London flight. 
(Story on Page 8.) 
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DIRECT COLOR—P. Ballantine & Sons' 
new window display, made from a di- 
rect color photo, achieves a three- 
dimensional effect by having the mod- 
el's hand reach out of the frame to 


SPURS VICTORY LOAN—During Admiral Halsey's visit to Philadelphia to aid ee & oe eee. 


the Victory Loan drive, he was given a dinner by several groups including the 
Poor Richard Club. Left to right, here, are Edward M. Martin, Governor of 
Pennsylvania; the Admiral; Roger W. Clipp, president of the club and of WFIL, 


ELECTRONIC LABORATORIES, INC. * INDIANAPOLIS 


and F. Phelps Todd, war finance committee. 


POINT OF SALE—Jobbers for Electronic Laboratories, Indianapolis, are dis- 
playing this counter unit for E-L auto radio replacement vibrators. Printed in 
green, yellow and black, the display is designed for mounting two models 


tee which are typical of the line. 


ROT AND MuDEW 


te ON TAP... 
a fLverywhere! 


FEATURES TRADEMARK—'"Frankie," the dachshund trademark and mascot of 

Frankenmuth Brewing Co., is featured in this outdoor sign, as well as the com- 

pany's other advertising. Adjacent to the new brewery being erected at Frank- 

enmuth, Mich., the brewer is establishing what is termed the largest exclusive 
dachshund kennels in the world. 


AT SOUTHWESTERN MEET—Gathered at the |0th annual meeting of the 

Southwestern Association of Advertising Agencies in Dallas, Nov. 10, were, 

left to right: Dan T. White, Mithoff & White, El Paso, retiring president; Richard 

Turnbull, assistant secretary, Four A's, New York, and Ira E. DeJernett, DeJernett 
& Henderson, Dallas, newly elected president, SAAA. 


buy Vegetables. thal wee 
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NEW—A new counter display for a 
new product, Soldine V-110 water- 
proofer for fabrics, is made available 
to dealers by Soldine Corp., Evanston, 
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SUY THEM AT MODERN MARKETS 
WHERE GARDEN-FRESHNESS AND ESSENTIAL VITAMING 
ARE CONSTANTLY PROTECTED with Ice 
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VEGETABLES (OSE THE® 
tee PSSRMTCAL VITAMINS OUTCRY! 


 omtto wm 
THE POSTWAR cs PEFRIGERATOSS 


NATIONAL ASSOCIATION OF ICE INDUSTRIES 


\. DDERNIZED—Fluorescent lighting was featured in a surface transit vehicle 

fc: the first time in this streamlined PPC street car in a “Cavalcade of Progress” 

ss onsored by the Capital Transit Co, in Washington. Electric Service Mfg. Co., 

P ladelphia, designed the ifistallation, which uses fluorescent lamps made by 
Sylvania Electric Products, Inc., New York. 


VEGETABLE COUNTERS GET A PLAY—National Association of Ice Industries, Washington, D. C., is promoting the use of 
iced vegetable counters in grocery stores in an expanded ad campaign for 1946. This advertisement is a full-color spread 
in the series scheduled for national magazines (AA, Nov. 19). Donahue & Coe, New York, is the agency. 


iain ‘ Ps e ee aN sete ay a ial batik oily 4 N- oe Gs. Peis re na , : 4 
a mre 
ia ‘ vat , ¥ a 
a . mee , : wanes re 
— 3 ‘ ; ‘ : ‘ wer a _ ee Bat 
‘yer Fe ee Ade tn “ha — ~*~ 
a a . : we be ieee eal eo %G, ci] pecB soe aca "a8 
a na - ee : ioe ee at § i .. ; ne 
ey ui : alae S ee ee Ha 
may a Bees Se q ON i ae - ves 
a bee a a +, as . , eee ~ 
— eae. . a > . : 
aes a ’ ets or "S'S £ 3 3 ~¥. ; é 
Le Saag e- bs Ege a * ae Say | FS ‘ 
Ey oe” Tien sae : 2 see eS Pe — . —_— 
eh. es ; om” en ea ‘need . Psa BAe, ee ecole 
—— / ‘ Jeg ms Ae” Pee ™ 
- +. “ae : : ys ae ie ee hes ee oe : % a 
She re ie B. i ae a. a wl, . eee - a ee Soe me ae F hea eS } 
es 4 a ie” es i as t Vy, , i 4 , * wet 5 ee Re a = : 3 ES ae é 4 ee & ae 2 
ahs ks bs o : cant ES Se ee 5 Bie Ye $5% Gye ee ; 
os ae Oe ia is & %, Oe at Oe ee poe Py we ae. 
= Ms, me a BP * saws a Bo = 4 eee os. 
vig, She ig Pe AA es 4 er 2 uae bye ate ted Ree 4 “ees iy 
hae ; & Ba . es Lit a eS : wee ea peek % rie A ye 
Re 3 es a wr! Oe Ae ae ee F ra ana mee aes eae ee 
oe ee “* ’ ee x ° x 5 4 peek, oe a ax ’ 
0 is 
eo ee a ee om 
a oe, Se at pe te if . 
Pe, a ey: " 3 - ape eg er 
a ae i. ie dal «ail las. ce eid 
~. ca E ee * oy aa a . = . — © f 
ae Ce al he a Be or ! Pe oe a z te, : = | s 
: poe A BE * shay on, eee Ser i is be 4 > i AB if 
5 we 6 See SP ye ae A tas io ; 4 il gh ae 4 ie : ites EO i 
‘ we ~ , Brey Oe eee ae Bs ae 5 3g oo See oy ee cere is i 
Sein gts i a) eee se Hee ‘ ks & eg Me 8 © tlhe 4 a eRe eo : 
oe Sai ee whe Cy a 
int Se, ‘> . eso Ee ee Fr fe ea “ts be * a: 4 3 a or ‘ oe es P é. Fe EB RR Re P d & ,, ry f : Pats a a eta Bai oe oS \ 
Se ane es ee . ae asi : aos 3 ge Fos i. 4 Ee i fi z & fy A fi. Sef . SHEET « he Sa 
eee : By — J es: - okt P eo Wi ee 2 Par a, 5 d bE iw cst) La ee coe ae Shc es gc ee 
a> ss ae 2 4 ae om oR les ik 2 f . fh eC age nga, Y YY - : 
> ee 4 * ae} at : 4 be : f ay ees ag a ; ey y ZY JAG RS SERVICE YW > aoe Ff 
dis ce ae * = Sa » <«% F ‘~ ——. | ; 4] 4- . ‘s P Ad Bebe f ® ee: ae 3 ete +O amos * Plesobame tee ON. ee eee ; 
ae eH an y 4 % ee Pane F om EH, Oe j ae 7% die ee j = i $ , A “ pa a ae : . a : 
as 4 fe ee o .-¢ 3 . ‘ >, Ree cay Oa ge yk o_o : 
eon " Fe - i _ji \ Bi, , F ‘. / : ™ ne al ee e 4 yiBF = my JTF ALL AVIV . it. 3 
Oe “oa +. ee a. = ee ae ee 7 Sl vs : ge e <2 A ge fog Pee ee elo eee Oe e 
Be | ee eae ' bt a > — == sew: inane oe * 
, fi a QD © ote ee oe a : A a ee * pene Oo Pere ay a Baas! : we Age ae oe . 
. — 2 tCN Same 4 : eS eA Se ae Be oe = iN. SS ; ie, : = 
fie Ae ae, he 12 tes pty ee os tai ae Ms "” = es 
; 2 - . ce ao 2 o poe Me or 4 A k ‘. . a bs ae (os . HORATOR an 
: 4 ee oe ae, = so ee eg? 
: i! _ ae, ge ee rae ae , j : Be ia ph tees | v 
| 7 a ee aes : z oe | Seniesa! 
| . We ae ee ~ ae Pry , a ae SNe  Inecres ~ 
— ee  see\ UE WATERDy 
: & : \ \ a il) if . ; 
ee ant cok VALS bi 
bi % - i 3 COLORS FROM suy WEATHER umn met 2.6 Cae ee ee a tH ‘le EBs: 
“aN 2 ! iy ' ~a ne mit a eo es ee Jas: : oe « ah oe ‘ Ah Gee ee “a ) Boe 
mar Bi of 7” wit sf = Cs , ‘ Fog > ue” 
Epa 3 | 2 - 5 we FS eo 4 3 ba he oes 
‘ey ahi f Be: ge piped ie he iy ie. : ; mae i 4 
re sti _ M ia > = 3 7 | Se ral ty ee as i > ‘ 4 ae ‘ i # 1, 
hy =A : ai 2 : 4 ae , 4 gi ee 
Pe Sy | ; Fu, fy anes 2 to) ae q re aa Bes E aA eit & 
f so Se owe \ a ‘a atl é ae 2 4 <TC Ning a as : ord . \ pe es + 3 Bos, 23 is ‘ 
lf) ee ey 2 ie Fe a ooo — gtr ae | eg 2 . 
4% a ee : b> > eae a _ : Ww out ; > Sa ‘ ae aes oe 4 “fs i 
GN Meee , aA * a 4 A. = — E>, tog ‘3 , oe 
”  —— . ae F. he F w g ? -; ‘ By es me : ; 
4 {F ar ; ‘< 3 flow, 9 peer Ss o> « Ae em . ————— em, —_: ‘ A j — * so ! ) 
F £4 ‘ oe - $ ° oh i eae ee eee Se a ‘ee ee — . is | % oo | WP Smestimedi * Ses te. > . b my t . fe ee ae 
| PC BETE NR ARS ROSEY Ve ALE J — # - oo =. ot Ye 
Lrankenumuth C2 BF viol oe Gaal 2m ie 
eae , : 2 J “sf 2 s tf ea © wis he Be ig : eee oe 
—_ f tt ae) WATERPROOFING tS _ y feral ue fa i. fe hoe 2 72s P oe 
fa iy | i. Mee gee ty kB 7, , 
ie yj] oa age A oe rr i, ae 
f whats EO eae Soe AA i ee ES aes. 4 
» Savoie 7 ie ee ri Se : ie Sai ae pe oe - os Fs Pe teh 
" i E coe a ~ : ie: nae <= 4 ae Bes | = Pe | i = i a a 2s oe 
Ane ” = uae = : ee 3 cas ee me BE eee 68 Fee Bs ee y ea oe eigen 
oe a : i 
- is. + Me 
H ee ; Dh tet 5 OR Oes SF ‘ 
q Site ore on te ae 
‘, oa. at ee ied &. VN 
ay ii f % W) , i, 
; ms bis . 
% io & es a 
a i fio | 
a ce eee 2 ie ¢ 
3 oy ion a  . Py “a e + 
iia Ps “g te J > / 2 
a \ * F 
i NO VT! PF a . 
nate ae &. Fm ee sil : 
: ay pai ge \s : : é sil 4 % 
‘Mlnan ae ae \ , , 
j ies 7 ? oe F . 
j es > oy we i} . ? Bo. eine; a> Se ae 
mS ay 2 ‘s - - 1 Carpets Ge Vieni Msoee eee tT eee ac. Be ex, atm . ra 
a — ‘ ‘ eee , ¢ - oi te “ae Rate og ee we . a 
ins r a . = be, > “iil sane. , han ICE ey ad fi 7 ya: mm oe we = £ a 4 é age anneal . 
. ae ‘ i «* te ee ~ 3 ¥: a “ae fe —— 
ng /. A : , Z , | Dé 5 ras ed ° a . © Eee oe : 2. zg ’ he 
de ‘el " . SY fi >: 4 > 2 . ivy b> a a ee St : Ss with Pi ee ee ' 
- eo i) vo “7 .& he el ee 
1, £4 , ba , _ 3 Z ‘3 3. ~ ia Me “i “= ae ~ “i ae i _ ‘ 
wo ee B. 242 é a. Ae P 
onli “C1 : a See. Cae fae 
ae a * ee Wn oe =, - 
edi oe: e§* —_— 6 -. : 4: poste , ell . eo sta ° 4 7 
. tee aE , « ot. es 9 ol. 2 koa 
€ : ak Po : : =" ‘s : ; ‘ a Moray 
- " ’ nan . Sa ~~. m2 A ee i, . 
ys iz ’ Vr “Se - ‘ wi we * = ii mir ; 
yo e We By j 4 ; Se ‘ oe = . 2 ee , 
; , = oe Sete q winere th MOe meen 
- ee j é -- us oy ~ Senile Laan wis: . * * ~ > ri + ; *s  . ee J 2 x 
5 = - <a = tia ‘ 4 ¥ : oe . h ‘ : 
| ' | nS oo t — a nts - P a * sian J c ie. f zl * s r : 
} > in) ‘ 4 ‘ a ae a, . >, ee 5 : e 2 a "he re 
; . 4 rn o, 4 | ; ae Fe %, SEE ; F. = am af ag — iv ie . oe ad 
a Sl Wag) San , ; ‘ . 2 = ; ' coe 7 , a a? oa Fis , 
. sy im AS i . 7 ‘® ‘ = At Pr iS : a * ee. we ; 7 
——— Las a : all a ee ; 
: sti cae NT Ny : ou He ; n £95 Pye, sie i 
2 : tie casi. he ¢ 5 oe i i He op Be gk rs : ae # GA ; : rig ‘ rT t~siSCY 
ep, [O 4 “ra = § : | ese F a % bt eas 
: & sa ie “i Pas - 36° 
aN ~ : oe a moaG - 58 A 
Seif . | 3 a - aed fd i. - x “~- 
a. SF eS ! , 
/ - - ‘ r ed. oa we ja ea be via ce 
. One By 0 ‘ mi 
ae € ’ Nera Ss 


Hollywood isn’t what it’s cracked up 
to be: cracked! 

Hollywood’s chief industry is Illu- 
sion: the manufacture, on a vast scale, 
of Romance, Adventure, Escapism. 
But there is no romantic gush about 
its CPA audits, its trade balances, in 
the counting houses of the nation. 
There is ‘no illusion about the size, 
the stability, the dignity, of the Illu- 


sion thus created. 


Hollywood is Big Business. 


Yet, if we are to believe the Great 
American Legend, Hollywood is a mad 


mirage of the real and the fantastic; 


WHAT 


Hollywood 


ISN T 


the adult and the infantile; the sane 
and the psychos; the star-studded Cin- 
derellas and the fan-favored Adonises. 

Hollywood, they tell us, is a land 
of sound and fury; of masters and 


morons; of quick wits and nitwits; of 


geniuses and crackpots; of Hamlets 
and hams; of crowns and clowns; a 
land of freaks and fads and curious 
contradictions. 

Hollywood, they add, is a merger of 
mansions and heartaches; a fountain- 
head of fun; a laboratory of laughter; 
a temple of tragedy! 

Yes, they’ve thrown all the words 
in the book (and some freshly minted) 


HOLLYWOOD 


Citizen-News 


AND ADVERTISER 


HOLLYWOOD, CALIFORNIA * National Representatives: STORY, BROOKS & FINLEY, INC. 


at Hollywood. Now let’s look at the 
sober facts: 

Hollywood is, by fortune of 
cumstance plus civic horse sense, a 
great American influence; a stable 
American community. True, Holly 
wood is the creative center of Eye 
and Ear Entertainment that is reeled 


off to the world. That’s why you will 


find Hollywood’s head in the cloudg 


But Hollywood is also Big Business 
That’s why you will find Hollywood's 
feet on terra firma. 

And the people who make Ho 
lywood Hollywood are. 
people with average American sense 
over-average American income. Peo 
ple with perfectly normal America 
hopes, fears, ambitions. People wit 


perfectly normal American families; 


and with normal living, buying an be 


reading habits. 


Nor is it pure geographic coincif{i 


dence that the people who make 


Hollywood what }it is have made thef 
\ 
Citizen-New; what it is: the newsps : 


per of choice with people who count! | 


A QUICK PICTURE OF THE 
HOLLYWOOD MARKET 


The concentrated buying power 
of the Hollywood Trading Area 
[ greatest in the Pacific Southwest] 
plus Hollywood's density of pop- 
ulation [second greatest in the 
Pacific Southwest| explains why 
Hollywood rates: 


*17th in national drug sales 
*18th in national food sales 


*19th in national total sales 


This rich sales area is blanketed 
only by the Hollywood Citizen- 
News and Advertiser. 


*Source: 1939 U.S. Census of Business 
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